

















Drediet the" lime 


the European War Will End... 


AND WIN A 


1100 WAR BOND 


“We'll Win the European War in '44''— General Dwight D. Eisenhower 
said it. Others, unofficially, have predicted it... with dates that vary from 
April until the end of the year. 


Now if you are as good as you think you are, your prediction, on the day 
and time that the European War Will End, will win the grand prize for you of a 


$100 WAR BOND 


* * * 


RULES 


Your guess shown on the coupon below — post card or letter...must be 
postmarked not later than Midnight, April Ist, 1944. 


If no one guesses the exact date —the individual who made the closest 


prediction will be considered the winner. 
In the event of a tie the prize will be equally divided among the winners 


After you've mailed your guess, circle the date you've chosen on your 1944 
KORRECT-WAY Varga Girl Calendar. In the event you haven't received 
yours, write — and one will be sent post-haste. 


KORRECT-WAY DISPLAY PRODUCTS 
(Division of American Fixture & Mfg. Co.) 
2300 LOCUST BLVD., ST. LOUIS (3), MO. 


Gentlemen: | predict the European War will end 
MONTH TIME 
NAME 
STORE 


ADDRESS 





<4 } 


3 the BS Akt AWE é 


That “Tell of Spring 


UTIFUL DESIGN, EXQUISITE COLORINGS IN COMURAS THAT CAN BE USED IN WINDOWS AS‘ 
ELS...ON INTERIORS...ON POSTS...OVER LEDGES...AS ARCHES...EVERYWHERI 


Hil ca 
# 
4 A 


A Suggested Treatment 
For Your 
Fashions Department 


Suggestion 
For 
Window Use 





(At Right) F-217—*‘‘Knick-Knack Shelf’’ Comura de- 
sign processed in 12 beautiful oil colors on flexible Comura 
stock. Gay colorings of spring flowers against black back- 
ground create a most striking design. Size 30°x90". Can 
be cut into four sections if desired, each section 222" x30" 


3 
(At Left) F-216—‘‘Bird and Apple Blossom”’ Comura 
design processed in 12 clear, soft flat and halftone oil 
colors, on flexible Comura stock. Multi-colored birds against 
background, cool green and blue oredominating. Size 
30°x90". Use as a companion piece to Design F-215 illus- 
trated below Ea. $5.95 * 


‘Apple Blossom’’ Comura. Design processed in 10 beau- F-211—‘‘Morning Glory and Trellis’’ Comura. Design 
and halftone oil colors, cool green and blue predominating in screen processed in 10 beautiful flat and halftone colors against 
und, on flexible Comura stock. Excellent for Sportswear Shops, rich black background, on flexible Comura stock. Use in vertical 
les, Porch Furniture, and all types of Summer merchandise or horizontal position, as continuous design, or cut to fit areas. 
Mions. Size 15°x90” Ea. $3.75 Size 15°x90" Ea. $3.75 


FREE...Large illustrated Spring-Summer Catalog - Write Today. 
In Stock — Immediate Delivery 
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Pass This Issue Along OUR NEXT ISSUE THE COVER 












You get the most value from DISPLAY Several months ago we discontinued the regu- The annual retail observance of National Cot- 
WORLD when you share it with others. See lar report from Los Angeles because of the ton week will be held this year May 22-27, and 
that it —_ other soo of ee — coastal dimout and a shortage of personnel in the cover for this month's issue showes how Arnold 
OS SS SA NS SS eee See the studio which took the photographs and Constable & Co., New York City, tied-in with the 
ER Ne SE TRL Fe ter al ei wrote the article. . . . The dimout is past and subject last year. The display illustrated was 

some of "Dick'' Whittington's staff have been only one of a battery devoted to cottons in vari- 

CY nnnnaaseessessseeecseesnnenessesencencnnnnnnnnnssss sssenecostennesnsennene released by the army; so with the April issue we ous forms. . . . Displaymen desiring complete 
‘al resume this feature from a city whose displays data on Cotton week should write Charles K: 
eee es a are famous. .. . And a full roster of top-notch Everett, Cotton-Textile Institute, Inc., 320 Broad: 






features will accompany it, of course. way, New York City. 








PLEASE SEND 3 ROOMS...IN BLUE AND BEIGE 


with the 
ted was 
in varie 
som plete 
arles K. 


0 Broad: 


They say soon you will buy homes in packages . . . room by room . . . complete with 
furnishings and gadgets. Right now, millions are being built, in the dreams of young 
men and women who must take time out to win a war before they can move in. What a 
heart-warming challenge to America’s retailers . . . and its creative display minds . . . to 
prepare and present the things which will make the homes of tomorrow. Our heart is in 
it too. Even now, while serving your wartime display needs and doing our war work too, 
we have glimpsed the new horizons which new wonder materials and new presentation 
techniques will bring. For all of us in the display business we foresee the most thrilling 


prospects of our more than fifty years. 
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SEVENTH AVENUE, NEW YORK 18 


CREATIVE DISPLAY HELPS FOR TODAY AND TOMORROW 
MARY BROSNAN MANNEQUINS + CYRILLE STEINER 
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Pan- 


‘Americana 


—Whether used simply or elaborately, Latin- 
American merchandise gives a display a 
vividness and color all its own. . . . Upper 
right, a window for American Airlines. . . 

Below, one section of Fred Leighton's Retail 
Shop, New York City; other views of the 
same shop are seen on the next two pages— 


There are two chief reasons why Pan- 
American day (April 14) will be observed 
more extensively by retail firms this year. 
First, and foremost from a purely retail 
point of view, is the fact that merchandise 
from Latin America is in much demand; 
people in all parts of the United States are 
showing more and more interest in the prod- 
ucts of the countries south of our border. 
The merchandise itself is colorful and has 
an indefinable air of linking a romantic past 
with the present. Secondly, almost all the 
nations in the Pan-American group are 
allies, with a common enemy and a mutual 
goal. 

So the official Pan-American day provides 
a double display opportunity —to feature 
suitable merchandise, or to play up the 
theme: “The Peoples of America: United 
for Victory Today; United for Peace To- 
morrow.” 

As a matter of fact, while many retail 
displaymen plan to observe Pan-American 
day on April 14, they also realize that vari- 
ations of this theme will be needed from 
time to time during the entire year and 
hence they are planning accordingly. It is 
with this thought in mind that this article 
is presented. 

Just for the record, the Pan-American 
Union involves the twenty-one republics 
lying in the area from the northern border 
of the United States to the southern tip of 
South America. The nations included are: 
Argentina, Bolivia, Brazil, Chile, Colombia, 


Double Value 
Displays . . . 































Costa Rica, Cuba, Dominican Republic, Ecu- 
ador, El Salvador, Guatemala, Haiti, Hon- 
duras, Mexico, Nicaragua, Panama, Para- 
guay, Peru, United States of America, Uru- 
guay, and Venezuela. The group’s headquar- 
ters in the United States is the Pan-Amer- 
ican Union, Washington, D. C., from which 
source can be obtained booklets, flag stick- 
ers, posters, copies of the various national 
anthems, and other aids to display. An- 
other source of help to the displayman in- 
terested in Pan-American themes is Melvin 
A. Hollinshead, associate director, Depart- 
ment of U. S. Activities and Special Serv- 
ices, Coordinator of Inter-American Affairs, 








Commerce Department building, Washing- 
ton 25, D.C. 

This year the idea behind the promotion 
of Pan-American day is “let’s make it a 
public celebration; let’s take it to the man 


on the street.” There will be more float 
parades this year, more window displays, 
more exhibits and the like. Not only are 
clubs and groups which have customarily 
celebrated the day now working out their 
usual plans, but the service clubs, the United 
States Junior Chamber of Commerce, the 
American Legion, and other men’s organiza- 
tions with large memberships are arranging 
whole-hearted cooperation with women’s 
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—These two displays are from a series of Mexican windows used by Henry Callahan for Lord & Taylor, New York City; the colorful merchandise is 
given full play. . . . Below is a scene from the three-day pre-Lenten carnival held each year in Rio de Janeiro, with the background suggesting dis- 


clubs, civic authorities, professional, patri- 
otic and academic groups to make the citi- 
zenry as a whole more interested in Pan- 
American day and its meaning. 

Mayors are issuing proclamations; cities 
are dedicating flag stands, streets or plazas 
and presenting symbolic gifts to South 
American cities; clubs are having meetings ; 
libraries and museums are holding exhibi- 
tions; motion picture theatres are running 
first releases of South American films. Win- 
dow and interior display ideas are being 
shown by the Bulletin of the National Re- 
tail Dry Goods Association and DISPLAY 
WORLD. 

Typical 
Louis, where 


activity is St. 
twenty-three 


of the planned 
approximately 


play treatments. (Acme photograph.)— 
floats will participate in a parade through 
the business district, with a prize being 
awarded for the best float. It is estimated 
that the parade alone will reach about 
1,000,000 people. The consuls of the various 
Latin American countries have been asked 
to take part; school bands will provide the 
music; tie-in displays have already been 
promised by prominent local stores. 
Presented here are proven Pan-American 
displays, both window and interior, ranging 
from the very simple to the very elaborate. 
First, on page 5, is a window used by Amer- 
ican Airlines, extremely simple from the 
standpoint of the number of properties used, 
but very effective. The full-color photo 
blow-up in the background suggests a num- 


ber of art treatments which could be adapt- 
ed to the individual display department's 
capabilities, as does the map at the left. 


Next is represented a puesto or booth in 
a typical Mexican market place, as seen at 
Fred Leighton’s Retail Shop in New York 
City. The young lady wears an authentic 
Mexican costume with bead-embroidered 
blouse and a hand-woven rebozo, or shawl, 
is about her shoulders. Behind her is 
native pottery stacked on shelves, while at 
the left are cotton sashes and leather belts. 
In the foreground, a section of a palm 
petate mat has been suspended from an end- 
table. Upon it are a hand-lacquered tray 
from Uruapan, while adjacent to it is a mug 
of Tonala pottery. In the rear background 
are pieces of Mexican furniture with hand- 
woven tule seats. 

At the top of page 6 is a window display 
by Henry Callahan, Lord & Taylor, New 
York City. The card reads: “When you 
think of Mexico, you think of Color,” and 
the setting carries out this idea with a 
variety of pottery on the walls and shelves. 
The floor is covered with rough boards. 


At the right of this display is another by 
Callahan from the same series, with the 
featured merchandise consisting of Mexican 
rugs and fabrics. 


The photograph at the bottom of this 
page looks like a composite of a window 
background and a street scene, and, in effect, 
that is just what it is. The scene is a street 
in Rio de Janeiro and the crowd is helping 
observe the three-day carnival which al- 
ways precedes Lent. The display interest 
is of course the background with the over- 
size guitar, musicians and dancers. 


Another section of Fred Leighton’s shop 
is seen at the upper left of page 7, where 
the simulated thatched roof, made from 
capotes or native Mexican raincapes, turns 
this corner into a peasant booth from Old 
Mexico. Baskets of carrizo and palm are 
displayed, mingled with dolls, guitars, pig 
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—The first three photographs show three more 
parts of the Fred Leighton shop; at the upper 
left, a close-up of the basket section, and in 
the center a similar photograph of the glass- 
ware department. . . . Below, an example of 
the Pan-American display materials being pro- 
duced by various well-known firms. The plate, 
58 inches in diameter, is of sculptured papier 
mache with a stylized border and gamecock 
design; it is shown through the courtesy of 
W. L. Stensgaard & Associates, Chicago— 


banks, sombreros, bags, and the ubiquitous 
serape or blanket. 

Still more detail of the Leighton shop is 
seen in the photograph at the top of 
this page and in the center illustration. 
Particularly noticeable in the latter is a 
frieze of hand-tinted murals of nineteenth 
century Mexican lithographs. This glass- 
ware section of the shop presents merchan- 
dise in aquamarine, sea-green and amethyst 
—one of the most prized products of native 
Mexican peasant industry. 

Producers of display materials have 
worked out many adaptations of the Pan- 
American theme, but space limitations per- 
mit showing only one such item here. Pro- 
duced by W. L. Stensgaard & Associates, 
Chicago, it is an enormous plate of sculp- 
tured papier mache, with a stylized border 
and colorful fighting cock design. A wide 
variety of such display props is available 
from Stensgaard as well as from a number 
of other display firms. 

In connection with this article, it should 
be mentioned that a number of traveling 
exhibitions of Latin-American art can be 
arranged for at the present time, and many 
Stores are so doing. Included are such 
Showings as thirty large water colors by 
Nils Dardel of Latin-American native 
types; an exhibition of sculpture by Marina 
Nunez del Prado, of Bolivia; fifty prize- 
Winning poster designs submitted in the 
United Hemisphere competition conducted 
by the Museum of Modern Art, New York 
City ; thirty framed prints by Argentine art- 
ists; twenty-five drawings by Diego Rivera, 
famous Mexican artist. Information on 
these, and a variety of similar exhibitions, 

(Continued on page 47] 
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It's spring in Manhattan, even though the 
trees in Central Park don’t know it, and 
someone has forgotten to notify the tulips 
and hyacinths. But every shopper is fully 
aware of the new for the windows 
are blooming with dogwood and forsythia 


season, 


and pussy-willows. 

Green banks in natural formation 
and planted here and there with real Afri- 
can violets were used by Display Director 
Dultz in a windows at 
for presenting the “Spring 


moss 


Joseph series of 


Bloomingdale's 


Favorite’—a variation of styles in neck- 
wear. Papier mache heads with animated 
faces emerged at irregular intervals from 


the mossy slope, each topping one of the 
soft white dickeys, while additional pieces 
of the neckwear were about the 
outdoor scene. Branches of flowering quince 
rising from the hilltop and the sky-blue 
background with floating clouds further at- 
tested to the year. The 
rather unusual combination of the merchan- 
dise with the complete naturalness of the 
moss and flowers made the display particu- 
striking. It is illustrated at the top 
of the next page. 


spaced 


season of the 


larly 


At this same period the corner windows 
were given over to the 
soft white blouse wardrobe. Panels finished 
in a blue and white wall paper pattern 
converged to the white framed shadow box, 
as shown in the first photograph. In this 
unit (the shadow box, that is) a mannequin 
in a navy blue suit and white blouse 
silhouetted before a sky-blue curved back- 
wall with pussy-willows placed by her and 
achieving a portrait effect. Smaller twigs 


at Bloomingdale's 


was 


of the pussy-willows were arranged just 
back of each of the blouses and appeared as 
support for the garments as displayed in an 
upright position. Note the use of forced 
perspective in this display—the merchandise 
in the foreground is given chief prominence, 
but the eye is led inevitably toward the 
complete picture at the rear of the window. 
This use of forced perspective will be re- 
membered as the chief feature of the 
“trompe l'oeil” (fool the eye) displays used 


By VIRGINIA ROEHL 
Virginia Roehl Studio, New York City 


several years ago in several New York win- 
dows. It has many novel applications. 
“Let’s Take a Look at Spring” is the 
phrase which made the headline used by 
Display Director Robert Pichenot in four 
windows at Franklin Simon’s, one of which 
is shown in the second illustration. The 
displays maintained a clear simplicity in 
depicting an early spring walk in the open. 
The mannequin in her appropriate costume 
is accompanied by a wide-eyed deer of pa- 








pier mache with a_ porcelain-like finish. 
The white dogwood blossoms form a gold- 
tinted tree and little clusters of daisies and 
Black-eyed Susans bloom from the _ fine 
beach sand which covers the floor of the 
window. This sand, by the way, is stained 
a nice tint of lavender. An upright panel 
to the right (not in the picture) is 
finished in gold, including frames fitted in 
square cutouts which hold millinery heads. 
Hats described as “Forward Looking—For- 
ward-Tilting Cloche” with black veils are 
shown on gold-tinted branches planted off 


seen 


center. 
Recent displays in the window customar- 
ily devoted to men’s wear at Lord & Tay- 


—Forced perspective is used with good effect 
to allow the blouses in the foreground their 
full share of attention, but drawing the eye 
inevitably to the complete figure in the shad- 
owbox at the rear; the display is by Joseph 
Dultz, Bloomingdale's. . . . At the left is a 
window by Robert Pichenot, Franklin Simon's, 
in which dogwood, clusters of daisies, ond 
Black-eyed Susans formed the spring atmos- 
phere; the deer is of papier mache with a 
porcelain-like finish. . . . (All photographs by 
courtesy of Virginia Roehl Studio, New York 
City— 
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—Another display by Joseph Dultz, for Bloom- 
ingdale's, is seen at the right; the papier 
mache heads protruded from banks of moss 
sprinkled with patches of African violets; each 
head surmounted a dickey. . . . Center, the 
urge toward eary spring gardening is capital- 
ized on by Henry Callahan, Lord & Taylor's, 
with a display of suitable apparel. . . . Below, 
one of the recent Lord & Taylor windows in 
which a patented arrangement of mirrors pro- 
duced a most dramatic setting; it is said 
that these windows were remarkable for their 
crowd-stopping ability— 


lor’s have visualized realistic settings as 
background for the chosen merchandise. For 
example, in the atmosphere of a workshop, 
outdoor clothes were presented by Henry 
Callahan, display director, under the head- 
ing of “Get out the Old Seed Catalogues 
and don't forget Lord & Taylor has the 
tops in outdoor clothes.” Carrying out the 
suggestion of this timely tie-up, the two 
neighbors are shown utterly absorbed in 
their anticipated plans for gardening. The 
seedlings already planted in small boxes on 
the floor, the numerous catalogues and gar- 
den tools all convey the story that invokes 
the desire for these casual clothes. For at 
this time of year the gardening urge hits all 
alike. This display appears in the center 
illustration on this page. 

The illusion windows introduced by Calla- 
han at Lord & Taylor’s with the world’s 
premiere appearance of the “New use of 
mirrors’ marked a new trend in display. 
Though actually only one or two manne- 
quins were centrally posed in each window, 
the effect achieved through the scientific ar- 
rangement of mirrors was that of a multi- 
ple number of mannequins showing entirely 
different angles of the featured costume by 
the many reflections. Although one of these 
windows is pictured in the final illustration 
on this page, a photograph can not convey 
the true impact with which these displays 
hit the public. 

The fashion headline of “Look Twice— 
Here’s Spring” fitted in admirably with the 
patented mirror display device which en- 
abled the intrigued shoppers actually to see 
front, back and both sides of the featured 
costume. The two mannequins in the accom- 
panying illustration appear as just about 
ready to step out of the white tissue paper 
filled Lord & Taylor dress boxes and high- 
light “‘Back Interest'—the most beautiful 
new line your figure could wear.” Paren- 
thetically, the inventor of this mirror de- 
vice has been experimenting with reflection 
ever since he attended a “mirror dance” in 
London about fifty years ago. 

The displays in a bank of six windows at 
Saks-Fifth Avenue were timed by Display 
Director Sidney Ring to coincide with the 
New York opening of the film “Lady in the 
Dark.” Rather elaborate were the settings, 
for 


ach window was devoted to a dream 
sequence. The use of medium blue, with the 


Motil ot the center area in off-white, gave 


an ethereal effect for the backwalls. In one 
Particular scene, candlelabras and pedestals 
im rough plaster—repeating the medium blue 
M tone finish—supported red candles. The 
ted note was further picked up in the boxes 
tor the “Lady in the Dark” perfume, these 
Xeng arranged at varying elevations in a 
ffect created by the white spun glass 
in the foreground. 
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Arrangement: This window consists of a composi- 
tion of elements forming a single unit. 


Properties: Two irregular tree poles painted flat 
white support a bright-colored line and colored 
clothes pins. Wooden tub also is in color. 


Merchandise: An assortment of washables, includ- 
ing slacks. This idea can be tied up with National 
Cotton week, May 22-27. 
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MARCH, 


by Louis Gehring 


Display Designer and Consultant 
New York City 


Arrangement: This window consists of two definite 
units—one the millinery and accessory unit, the 
other the mannequin unit. 


Properties: The accessory unit consists of a round 
disc riser and watering can. The latter can be 
constructed of heavy colored paper with wall board 
supports, and %4-inch dowels protruding from the 
spout to display millinery. Plants in earthern pots 
help to brighten the display. 


Merchandise: Two smart street costumes, related 
accessories, and accented with a gay selection of 
millinery. 








Arrangement: Consists of a single unit with supple- 
mentary figures. 


Properties: The center panel is used to display gay 
little aprons. Mannequins appear actively en- 
gaged in K. P. duty. Display various kitchen uten- 
sils or spring house-cleaning equipment. 


Merchandise: A wide assortment of aprons—both 
as to style and color—on mannequins and on panel. 





1944 
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FOR MAY 


Arrangement: Consists of a single unit with mer- 
chandise so arranged as to lead the eye to the 
copy card and back again to the display. 





Properties: Lattice unit is easily constructed and 
should be painted a color in contrast to the shirts. 
This makes a splendid unit for an assortment dis- 
play of shirts and related accessories. 


| 

Merchandise—Select a wide assortment of shirts 
and complete each with an appropriate tie, using 
> care in the choice of color and design. Display 
5 related accessories at base of unit and on floor. 
This idea can be carried out in two definite shirt 
promotions: white and colored shirts, using judge- 
ment in the arrangement and selection of each. 





Memorial day recalls to mind the tremendous 
sacrifices our boys are making in this war. It 
is a fitting occasion for the promotion of War 
Bonds. In this sketch the appeal is conveyed to 
the public simply but impressively. A monu- 
mental slab and flag at half mast amply tell 
the story. Display War Bonds and a poster. 














ple- Arrangement: Three definite units make up this 
; men's wear display window. 


gay Properties: The three units are each sectioned off 

en- with lattice frames. This display is especially 

ten- planned for the irregularly shaped window to per- 
mit full view of the tc a 

both Merchandise: This should be an assortment type 

snel. window of general wearing apparel, including a 


selection of contrasting slacks. 








The State displays are becoming 
more and more “loquacious” 
which winter seems -so 


This coming 


street 
in exciting an- 
ticipation of spring, 
reluctant to release just now. 
season brings a challenge to our profession 
to reflect the optimism and new hope that 
most all customers’ subconscious, 
This calls for the master 
life-of-the-party 
To awaken 


rests in 
eager to awaken. 
hand of an extrovert, a 
touch in display presentations. 
this emotion awareness of 
spring's effervescence, its fraternity and so- 


requires an 


ciability. 

A good example is one of Sam Blum’s 
windows at The Fair Store, as seen in the 
first illustration. The rustic birch fence, the 
scattering of 
breathes the very essence of the season. But 
how the wheel and the 


grass 


forsythia and_ the 


note wagon copy, 


By JACK POLLARI 
Madigan Brothers, Chicago 


“The Wheel turns toward Spring,” ties this 
window into a “beautiful package” and gives 
it a reason for existing. Blum’s State street 
windows featuring gray suits with color are 
also a classic example of good presentation, 
and here again smart copy was a basis for 
the entire series. One card reads: “Put 
Your Gray Matter to Work, cutting a pretty 
figure in the Junior world in suits as right 
for dating as for Daytime.” This window's 
complementary accessory color was green. 
Blocks in irregular patterns in bright green 
decorated the floor, with the same color in 
paper mounted on open three-panel screens. 


The spring touch was given by natural 
jungle plants interspersed with artificial 
flowers. The other gray suit windows high- 


lighted red, chartreuse, and brown as com- 


plementary colors to make this showing a 
smart and striking one. Blum’s corner win- 
dow featured a dramatic old-fashioned set- 
ting for the up-to-date bride. Its conversa- 
tion were quaint reed furniture 
painted and dry-brushed in 
This was supplemented with delicate filigree 
fans encased in gold ornamental frames. A 
ruffled white parasol chandelier hung over- 
head. The floor was carefully “patterned” 
with rice. The copy appeared in book form 
representing an old-fashioned album, to wit, 
strains of Lohen- 


pieces 


cerise, gold. 


“For that day of days 
grin and everything just as you'd dreamed 
it would be, you, starry-eyed and lovely in 
traditional white, attendants flower- 
like, feminine in bouffant net.” 

Ray Bianchi at Goldblatt’s again rang the 


your 








bell with a splendid fashion series captioned, 
“Ets Violets !—in wonderful 
wool today—smart as _ to- 
morrow.” The nov- 
elty of these six windows was furnished by 
a fine mesh screen directly behind the plate 
glass. Violets were attached to this mesh— 
to make them appear as if drifting down 
from the sky. Further interest was added 
with two big, ruffled vellow and white um- 
brellas, one hung from the ceiling near the 
background. The other, used as an accessory 
displayer, rested on the floor. String was 
fashioned into a rain effect with violets at- 
tached. Bianchi’s other bank of six win- 
dows featured suits with the following copy 
—"‘Suit Yourself this Spring. Be impres- 
sively business-like or charmingly datable.” 
A wicker bird cage spilling golden forsythia 
hung from the ceiling, while a wicker fence 


raining Sweet 
jerseyv—new as 
(Second photograph.) 


—Upper left, by Sam Blum, The Fair Store. 
... Center and at left, by Ray Bianchi, Gold- 
blatt's. . . . (All photographs by courtesy of 
F. A. Kuehn & Co., Chicago) — 
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—Right, by Howard Oehler, Wieboldt's. . . . 
Center, by James Moss, Marshall Field & Co. 
. . - Below, by 'Buck" Bowen, The Hub— 


in three sections completed the floor effect. 
One of these windows is shown in the third 
illustration. 

John Courtney, at Sears, State and Van 
Buren, created a novelty “Sew and Save” 
window by hanging three large white plaster 
faucets on a panel. (Not illustrated.) From 
these “poured” material into a_ spreading 





eo pattern on the floor. The copy read, “A 
wets Fresh Approach to Spring — Spun Rayon 
‘aia Prints — Serviceable—Sudsable—Adaptable. 
wenn Courtney's spring hat window had a large 
anid basket in the middle of the floor ; this was 
ioe filled with tissue and delightful, expression- 


c ” 
\ less “eggheads” appeared on dowels pro- 





a, truding from the tissue. The cover of this 

ned” ornamental basket formed the background. 

2s The copy read, “In the Spring a Lady’s : E 

form in Jay Howe's latest spring windows at 

oO wit, Mandel Brothers. She (the centaur-ess) ca- 

ohen- pered with a flower-bedecked veil among 

eamed patches of moss and tulips. The floor was 

ely in covered with artificial snow upon which 

lower- flower beds were placed for the winter-into- 
spring effect. The card read, “Spring is in 

ng the the Air. A coat as animating as the first 


blooms.” The background was a primeval 
spring torest scene in all shades of wood- 
land green. 

James Moss, of Field’s, caught the spirit 
ot the times with his “home series” win- 
dows. He captioned this altogether fetch- 
ing idea with this slogan, “Home is more 
fun than anything.” All kinds of various 
home activities were highlighted, such as 
getting the seed boxes ready for spring 
planting; bringing the barbecue into the 
parlor; playing charades; at the rummy 
table; doing chores at home; the children’s 
hour, “And so to Bed.” 

These were exceptionally well planned, 
and the figures realistically grouped 

Field's corner window at State and Wash- 





~ 


[Continued on page 38] 
Fancy lightly turns to thoughts of exquisite 
Hats, adorable bits of trickery.” 

“Buck” Bowen at The Hub “framed” his 
men's and women’s presentations in a large 
white papier mache circular frame. This 
cleverly divided his windows into a two- 
third, one-third proportion. Bowen's other 
windows featured a very effective and intel- 
‘he nov- J ligent use of white baroque plaster, as seen 
ished by JR in the last photograph. The picture shows 
the plate 





ptioned, 
onderful 
as 





two uses for a plateau that is hung from 


> mesh— the ceiling or used as a build-up for the 
ig down floor. Showing one brand of hosiery again 
is added demonstrates the easy-to-grasp customer 
hite um- appeal that pays dividends. 
near the J. W. Campbell's children’s window was 
accessory another splendid two-fold promotion for 
ring was Carson Pirie Scott & Co., bringing home 
iolets at- activities right up to date. The card reads, 
six wit B “Wanted—Part-time Mothers. Children of 
ying copy War Workers need you in child-care cen- 
impres- ters. Enroll now in training course begin- 
datable. ning March 6th.” Five enlarged photographs 
forsythia formed the background and showed various 
ker tence War plant activities. Seven children’s fig- 


ures were grouped around huge blocks in 
many playful poses with a C. V. D. nurse in 

ir Store. uniform looking after the brood. 

vi, “~ \ delightful centaur-ess out of stylized 

irtesy © Papier mache was the center of attraction 
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—No. |. All the ideas we want to eypress in the 

finished card are here, but in what a mess! The 

lettering is rough, capitals and lower-case let- 

ters mixed, and there are other mechanical 
errors— 


—No. 2. Some improvement is visible. The 

lines are now parallel, and the copy has been 

pulled into the card more. The copy has been 

arranged in a uniform mass, which gives better 
legibility— 


Condensed Principles Of . . . 


CARD LAYOUT 


Showcards have a very definite influence 
on customers. Their job, like that of a 
good salesman, is to focus favorable atten- 
tion on the merchandise, and sell it. They 
must see to it that the shopper is so inter- 
ested in what they sell him that it occupies 
kis full attention. 

When this is thoroughly done the cus- 
tomer usually remembers the merchandise 
he bought rather than the selling agent. 
For this reason it is sometimes difficult to 
look back and know why a certain card did 
a certain job. 

Both lettering and layout play important 
parts in influencing sales. Neither can do a 
perfect job without the other. 

In the study of showcards it is extremely 
easy to be sidetracked by trick layouts. Not 
that there is anything wrong with trick 
layouts. They have their place where they 
are valuable, usually as attention-getters. 

It is essential that certain fundamental 
principles be recognized before any types 
of showcards can be used with any degree 
of consistent success. We must know what 
we are trying to accomplish, and be familiar 
with proven methods of accomplishing it. 


By KEN McCAFFERTY 


Sears, Roebuck & Co., Long Beach, Calif. 


The mind of every potential reader is lazy 
to some extent. Not only is it lazy but it is 
extremely preoccupied. It can not possibly 
spare the time to read every bit of printed 
matter the eye focuses upon. Therefore it 
chooses those items that not only are most 
interesting to it but those which are so pre- 
pared that they are most easily and quickly 
digested. 

In competing for this attention there is a 
tendency to make cards shout or to make 
them unusual and bizarre. 

At times such a type of card may accom- 
plish its purpose. There are times when a 
person who shouts gets a message to us. 
There are times when seeing a person stand 
on his head attracts our attention. 

At a baseball game, with half the stands 
shouting instructions, a player doesn’t hear 
any of them. In an acrobatic class where 
everyone is standing on his head no one 
person stands out. If he did get our atten- 
tion, or if the baseball player did hear some 
particular voice it is doubtful if either 
method of attention-getting would carry any 
sales appeal. 


The same is usually true of cards. There 


—No. 3. Now the lettering has been cleaned 

up a bit, but the card looks bottom-heavy be- 

cause the margin on all four sides is the same. 

Even the ancient Greeks knew about this optical 
illusion— 


are better, surer methods of making cards 
consistent sellers. 

The best salesmen are not the loud- 
mouthed show-offs. Most of the orders are 
taken by the salesmen who make the cus- 
tomers feel that the customer and the mer- 
chandise are the centers of attention. They 
give the impression that the customer's 
needs are the important factor in the trans- 
action. They always take care not to waste 
the customer’s time. They give only the 
information they feel the customer wants 
and they give it so that the customer can 
digest it quickly and easily. 

If we apply such principles to cards, we 
really accomplish something. 

As a step in this direction I have pre- 
pared these cards for my classes in show- 
card writing. They are not intended com- 
pletely to cover layout nor to hamper indi- 
viduality, but they do give some fundamen- 
tal aims and methods of attaining those 
aims. They start from scratch, with no 
layout, and show the reasoning, step by 
step, that results in a finished product. 

Such basic knowledge is essential in work- 
ing up layouts and selling pieces, whether 
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they be elementary or complicated in their 
nature. The simplicity of this technique is 
obvious. That it works has been proven 
and is being proven again every day. 

No. 1.—The card at the upper left of page 
14 may seem extremely amateurish, even to 
the point of being ridiculous. The lettering 
is rough, very few words are on a horizon- 
tal plane, capitals and lower-case letters are 
wrongly mixed, the copy is spread all over 


—No. 4. This card is centered correctly; the top 

margin is slightly greater than the side margins 

and the bottom margin is slightly greater than 

the top. But there is still improvement which can 
be made— 
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the card and there are other mechanical 
errors. It may give the impression of being 
too ludicrous for even an amateur to have 
made seriously. Such is not the case. Cards 
have been placed on merchandise with even 
more glaring mistakes. None of the words 
on this card extends into the next line below 
and none of them has been unduly con- 
densed because of lack of space. It seems 
to be the opinion of some that such hap- 
hazard running of lines is good, on the 
grounds that it attracts attention. So does 
a garbage wagon, reaching, as it does, more 
senses than just hearing and sight; yet it 
does not sell us on the contents. 

The job of practically every card and 
lettering-piece is to sell, whether it be to sell 
merchandise or an idea. If those cards and 
lettering-pieces could read, we should insist 
on them not only studying salesmanship but 
absorbing the elements of “How to Win 
Friends and Influence People.” Since they 
can not absorb anything except that which 
we build into them, we must be sure to put 
into them the things that are required of a 
good salesman. They must have a pleasing 
influence on their reader, get their message 
to him as briefly and quickly as possible, 
and not waste his time. 

No. 2.—In the second card we have made 
some improvement, at least. Instead of lines 
of lettering traveling in all directions, they 
now are parallel. It is an old rule of art 
that parallel lines indicate harmony. That 
is a good thing to remember, as it is fre- 
quently of value. 


—No. 5. This card (lower left) reads well, but 

one must read the entire card before knowing 

whether or not there is anything on it of particu- 

lar interest. Shoppers are mentally lazy, so an- 
other change is indicated— 


—No. 6. The mental effort on the part of the 

reader is further reduced here. The subject of 

the card has been emphasized to get more 

attention, and the price is handled so that the 
reader will remember it— 


i5 


Not only are the lines now parallel, but 
the copy has been pulled into the card more. 
The copy has been arranged in a uniform 
mass, which is called “blocking copy.” The 
copy itself on this card is referred to as a 
block of copy. 

It is still not a good card, but you can 
see that it is better than the first attempt. 

Blocking copy lends an amosphere of uni- 
formity. It causes the reader’s mind to 
feel that here is something to which some 
thought of arrangement has been given. In 
reading blocks of copy the mind does not 
have to segregate ideas first. The mind 
does not have the feeling that it must pick 
up bits of information from here and there 
on the card and fit them together. 


No. 3.—That lettering has been bothering 
us. We're glad it has been cleaned up. 
Formerly it gave much the same impression 
as that of a person who habitually sleeps 
in his clothes, down by the railroad tracks. 
Today people read so much printed matter 
and their minds become so accustomed to 
nicely tailored, clean-cut letters, that the 
subconscious mind reacts adversely to let- 
ters that are roughly made and slipshod in 
appearance. Merchants require a_ clean, 
smart appearance of their salespeople be- 
cause they know this has a very direct effect 
It is for much the same reason 
that a letterer wants clearly cut edges, prop- 
erly filled areas and correctly proportioned 
letters that give a clean, smart appearance. 


on sales. 


One error in this card is that it looks 
bottom-heavy. Strange as it may seem, this 
is caused by the fact that the margin on all 
four sides is the same. It is what is known 
as a mechanical margin. Any card that is 
centered on true center will look bottom- 

[Continued on page 44] 


—No. 7. White space has been added between 

the heavy title and the small copy near it—also 

between the middle descriptive copy and the 

price. Segregation of ideas makes them more 
legible and easily read— 
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After reading the International Associa- 
tion of Display report in the last issue of 
DISPLAY WORLD, concerning the meeting 
with the heads of the National Retail Dry 
Goods Association relative to a _ possible 
affiliation, | join with hundreds of 
interested in the future of display and bow 
shaking it slowly from side to 


others 


my head, 
side. 
Why this committee of three I. A. D. off- 
cers met with Lew Hahn and H. Kleinhaus 
of the N. R. D. G. A. without a plan of 
action is a question every member of the 
The 
meeting “blew up,” according to the report, 
when it was brought out that the display 


display association has a right to ask. 


manufacturers’ group—the National Asso- 
ciation of Display Industries—had resolved 
several weeks before not to take booth 


space at any exhibit not sponsored by the 
NS Ae: 0. 

The I. A. D. committee knew all this be- 
fore they entered the meeting! Then why did 
they not meet with the manufacturers betore 
this conference and solve the very problem 


which seemingly means the success or fail- 
ure of the I. A. D. affiliation with the 
N. R. D. G. A?) Two important New York 


members of the manufacturers’ group 
luncheon prior to the N. R. D. 


sug- 


gested a 


G. A. appointment so some plan could be 
worked out, but the I. A. D. committee 
turned them down. 

The reason this meeting failed was due 


to lack of planning and not because there 


was brought up a condition known by all 


three of the I. A. D. committee for many 
weeks. When the matter of revenue was 
discussed at the conference, naturally the 
resolution adopted by the National Asso- 
ciation of Display Industries entered the pic- 
ture. This resolution could have been 
changed or repealed and undoubtedly 


been—before this meeting, be- 
cause it is the wish of the manufacturers 
to have the I. A. D. under the wing of the 
National Retail Dry Goods Association. 

\t the December meeting of the I. A. D. 
directors this resolution 
it was pointed out to them at that time by 
the editor of this serious 
obstacle that must be overcome before any 
from. the 
Neverthe- 
nothing 


would have 


was discussed and 
magazine as a 


positive action could be secured 
of the N. R. D. G. A. 
spite of repeated urging, 
was and the thing that should 
have been taken care of well in advance 
of the N. R. D. G. A.-I. A. D. meeting is 
now being approached. 


officials 
less, in 


done very 





The truth is that when it comes to plan- 
ning the stake we have in the future of our 
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| Think this over 


GE BY FRANK G. BINGHAM 





go about it like an inept 
displayman does a window. He takes out 
the merchandise, empties the entire window, 
and lets it stand for a few hours during the 
busiest part of the day. Then he gets the 
merchandise and starts to trim it. He de- 
cides he needs a background, so he 
back to the shop and paints one. Down he 
comes and finishes the display, but, lo and 
behold, he hasn’t made a master card or 
spotters; but hearing the closing bell he 
decides to finish the window the next morn- 
ing. But then he finds the management 
wants two windows changed so he decides 
not to bother about the card and_ spotters 
because no one has noticed whether they are 
on the merchandise, at least not yet. 


profession, we 


goes 


Yes, for years in display we have talked 
and worked for more advance planning. The 


best displays are always the ones well 
planned in advance. We buy materials 
months ahead of actual installation in our 


stores, and get results. But when it comes 
to planning our own future, it seems we hop 
aboard different trains, shake hands in New 
York, and enter a vast im- 
portance as carefree as fireflies on a warm 


conterence of 


summer evening. 

Affiliating the I. A. D. as a part of the 
promotional division of the N. R. D. G. A. 
was endorsed by over 85 cent of the 
display profession in surveys taken by this 
column prior to the Detroit convention in 
1940. Certain things prevented any merger 
then, but I believe with intelligent plan- 
ning this now be worked out for the 
good of all concerned. But let’s not blame 
anybody, especially the manufacturers, for 
our own shortcomings. Let's face the facts, 
and the fact is: “... the I. A. D. ship which 
has been floundering around for years in 
the seas of mismanagement, lack of member- 
ship support and weak offensive strength 
among retailers has an opportunity now to 
tie-up alongside a battleship. Yes, a battle- 
ship that knows the sea lanes of retailing, 
equipped with large enough guns to reach 
the retailers’ ears, and alert nationally to 
guide display to do greater things. That 
battlewagon is the National Retail Dry 
Goods Association!” (Excerpt from a talk 
delivered at the I. A, De- 
troit, June 24, 1940.) 


per 


Call 


DD. convention in 


A visit to the fourth anniversary meeting 
of the Milwaukee Display Club was enjoyed 
recently by this writer and R. C. Kash, edi- 
tor of DISPLAY WORLD. “The Future of 
Display as a Profession” was the title of a 
thought-provoking address given by Kash. 
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More than seventy members were present 11 
spite of a young Wisconsin blizzard raging 
its way merrily on the outside. The Mil 
waukee club is under the able leadership o: 
its new officers, namely: Clarence Picar« 
president; Dave Ostlund, first vice-presi 
dent; Norman Hoff, second vice-president 
Milton Werner, treasurer, and Jeanette Pas 
key, secretary. This display organization i) 
Milwaukee has an unusual feature which no 
other club in the country has to my knowl 
edge: the stores themselves pay the dues 
of each display individual employed by them 
who wishes to be a member of the displa) 
club. Ed Wussow, display director of 
Schuster’s three department stores, has al- 
ready enrolled over forty members of his 
organization in the club. The Boston Stor: 
and Gimbel’s likewise large enroll- 
ments, and so do other stores. 


have 


Another feature well worthwhile is the 
actual installation of displays at each meet- 
ing. Three outstanding displays worthy of 
a setting behind any plate glass were in- 
stalled at this session by John Schaleger, 
Schuster’s Third street store; Norman Hoff, 
Brill’s, and Floyd Hartley, The Boston 
Store... . Emil Schwaub, Frank Dow Paint 
Company, the man who was responsible for 
the organization of the Milwaukee Display 
Club, was given a big ovation. One oi 
the highlights for me was meeting a very 
active displayman who is over 70 years of 
age and has been in display for nearly forty- 
eight years with one store—Alvin Miller- 
master, with Schuster’s. He is a valuable 
member of the display staff, as well as the 
official photographer for Eddie Wussow. He 
took our pictures at the meeting, but in all 
justice to him we should have been taking 
his instead. It is unfortunate that so few 
of us can keep up our work, have an inter- 
est in others, and become old gracetully as 
Alvin Millermaster has done. He should be 
an inspiration and a source of great pride 
for every member of the Milwaukee Display 
Club. 


WORDISPLAYS: John J. Sullivan, sales- 
man, humorist, friend, pal, and practical 
joker Chicago, joins the forces ot 
Uncle Sam. Jas. B. Williams, Inc., loses a 
star performer, but the army gets an Irish- 
man who, with a few pounds off the mid- 
section, will make a fine soldier. Good 
luck, Sully—and don’t try to rip the shirt 
off the sergeant’s back the first week, any- 
way.... The Bernard Ravea “Real People” 
exhibit of 2,000 character dolls is back in the 
Middle West. St. Louis, Des Moines, Cin- 
cinnati, Dayton, Columbus, Akron, Cleve- 
land, Indianapolis, Chicago and Milwaukee 
will enjoy this crowd-pulling promotion this 
spring. Ravea, French dollmaker 
will put his displays at the disposal of the 
Treasury department, starting in March at 
the Elder & Johnston Company, Dayton. 
The public will have to buy War Stamps 
to view the exhibit and buy War Bonds in 
order to participate in a drawing 
of the unusual dolls. Ravea, like the spirit 
ot France, fights on even with dolls and 
should prove to be an interesting speaker 
at any display meeting in these cities. 
Lester Barwind, display manager of Sclius- 
Mitchell street store, Milwaukee, was 

[Continued on page 43] 
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new gallery 
of modern 


display drama. 


Your next New York 
Visit must include this 
entirely new concept 
in color, line and di- 
mension. 


15 East 22nd Street 
New York 10, New York 


See us at the NRDGA Sales Promotion 
Clinic on April 4, 5, 6, in Cincinnati 





“PEDRO THE PARROT" 
One of the timely new creations 
that you will find in our new gallery 
of "Display Moderns.” 65" high. 
$12.75 
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Milwaukee 
Display 
Club 


— Milwaukee Display Club officers and 
guests at the last meeting. Left to right, 
R. C. Kash, editor, DISPLAY WORLD; Dave 
Ostlund, first vice-president; Frank G. Bing- 
ham, Robertson Brothers, South Bend; Mil- 
ton Werner, treasurer; Jeanette Paskey, sec- 
retary; Clarence Picard, president; Norman 
Hoff, second vice-president; Edwin Wussow, 
chairman of the board of directors— 


The Milwaukee Display Club might rea- 
sonably be called a model club — one 
whose methods and educational program 
could be adopted profitably by many 
such groups. The report below, by Jean- 
nette Paskey, secretary, speaks for itself. 


—Three of the displays installed for discus- 

sion and analysis at each club meeting are 

seen at the right. Floyd Hartley, John 

Schaleger and Norman Hoff have charge 
of these window forums— 


—Part of those attending the February 22 
meeting, despite a driving snow storm— 


The Milwaukee Display Club celebrated 
its fourth anniversary at the monthly meet- 
ing on Tuesday, February 22. The club has 
been very successful under the able guid- 
ance of the past presidents, Eric Schwengel, 
Gimbel’s; Clinton B. Clark, Old King Cole 
(formerly of the Boston Store); Edwin 
Wussow, Schuster’s, and the new president, 
Clarence O. Picard, Stuart's. 

The club consists of regular members— 
which includes all people working in display 
—and associate members, who are dealers 
in display materials. 

During the past two years the club has 
maintained an educational program in which 
many prominent displaymen have partici- 
pated. Such subjects as window lighting, 
display construction, alternate display mate- 
rials, various uses of shop equipment, and 
many others have been discussed. In all in- 
stances practical demonstrations by experts 
in each line have been given. 

The purpose of this program is to keep 
local displaymen and displaywomen posted 
on current display improvements, as well as 


teaching the newer people in the profession and is under the supervision of Floyd Hart 


for their display personnel. All of the large 


the fundamentals and functionings of dis- 
play. Because of the success of the program 
it will be continued through 1944. It is also 
because of this educational program that a 
group membership plan, originated by 
Messrs. Clark and Wussow, was put into 
effect. The advantages to all who attend 
the meetings were presented to the manage- 
ments of the various stores in this city and 
they heartily agreed that such a program 
warranted the stores paying the club dues 


department stores and most of the specialty 
shops and men’s wear stores have already 
accepted this membership plan. 

Another interesting feature of this edu- 
cational program—in addition to the guest 
speakers—is the open forum which takes 
place after the evening program has been 
completed. The forum is held in conjunction 
with three model windows which are set up 
at each meeting. One window is devoted 
to women’s ready-to-wear and accessories 


ley, The Boston Store; another is for men‘ 
and boys’ wear, with Norman Hoff, Brill’ 
in charge; the third window is used to dis: 
play children’s wear, piece goods, and hom 
furnishings, and John Schaleger, Schus 
ter’s, is in charge. The men who supervist 
the trimming of these windows may appoit! 
any member of the club to do the window! 
for a given meeting. The supervisors als? 
handle the discussions on their particulat 
[Continued on page 44] 
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Fantastic Use of Mirrors Captivates New York 


USHERING IN AN ENTIRELY 


New Window Display Technique 


Lord and Taylor used their entire Fifth Avenue series of windows to give the World's Premiere Presentation of 


Frederic Shipman's patented discovery of "THE NEW USE OF MIRRORS." 





In each of the above windows only one mannequin was used, but the passer-by saw eight figures, all different 
views or dimensions, some apparently fifteen to twenty feet back in the store. A positive traffic stopper. Really 
a sensational display development. Enthusiastically acclaimed by the foremost display authorities. 


An eight-foot window can be amplified into a twenty-five-foot area, apparently extending back into the store 
and on either side. In preparation—Amazing effects for Christmas windows, made possible only by the "NEW 


USE OF MIRRORS." 
AVAILABLE BY EXCLUSIVE FRANCHISE TO ONE STORE IN EACH CITY 


Franchises already negotiated with the following stores: 
Lord & Taylor, New York Carson Pirie Scott & Co., Chicago 
Frederick Loeser & Co., Brooklyn Jordan Marsh Company, Boston 
Strawbridge & Clothier, Philadelphia 


For terms write at once to 


FREDERIC SHIPMAN 


HOTEL BRISTOL, 135 WEST 48th STREET NEW YORK CITY 19 


*Patents in five countries—Eighteen United States and Canadian patent claims. 


— 
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—Immediately above is a display from Peck & Peck, New York City, showing the adaptability of cotton to a variety of apparel types and its wash- 
ability. . . . "Starts You on the Sun Shift" is the theme of the display by Everett Quintrell, Elder & Johnston Company, Dayton, with the mannequins 
preparing, respectively, for a picnic, gardening, and croquet— 


COTTON 


WEEK 


.. . Coming Up 


Retail observance of the 1944 Cotton week 
from May 22 to 27 will be based for the 
most part on cotton’s contributions to the 
war; it will avoid sales emphasis on those 
products and materials which are essential 
ior the prosecution of the attack on the 
Axis and which consumers must either 
conserve or do without until after the cessa- 
tion of hostilities. 

At present, about 70 per cent of the pro- 
duction of the cotton industry is being used 


to clothe and equip the fighting forces or 
in the manufacture of the instruments of 
war. Over the remainder of the year the 
amounts of cotton goods available for con- 
sumers will be smaller than in any period 
in recent history. It is for this reason that 
most retailers will so plan their presenta- 
tions that emphasis will be on the war uses 
of cotton and the consequent necessity for 
consumers to take care of the cotton items 
now in their wardrobes. 


—A large cotton bale dramatizes this display by W. Arthur Gray, Lansburgh & Brother, 


Washington, with loose cotton pouring from a tear in one side of the bale 


covering— 


Under the circumstances, most retailers 
feel that they have much to gain by ar- 
ranging presentations built around the little- 
known war uses of cotton and their prob- 
able peacetime applications. This was done 
with notable success in a number of cities 
last spring. These presentations not only 
enable retailers to explain shortages to cus- 
tomers who seem unable to see the connec- 
tion between cotton goods and the war, but 
also to put stress on the necessity for con- 
servation and for diverting spending money 
into War Bonds. For example, with casual- 
ties increasing as the war gains in intensity, 
some retailers plan to unite demonstrations 
showing the enormous quantities of band- 
ages supplied by the cotton industry, to- 
gether with sheets, towels and bed clothes 
which, because of hygienic qualities result- 
ing trom their washability, speed the con- 
valescence of our wounded fighting men. 
In many cases demonstrations such as these 
will be tied up to an appeal to buy more 
War Bonds. 

Other presentations will highlight the 
functional clothing developed for use in the 
war industries and which has _ already 
passed into other industries and agriculture. 
A number of stores plan to give consumers 
a foretaste of what the future holds in store 
by exhibiting many of the new fabrics and 
finishes developed primarily for military 
use. For example, the vast improvements 
achieved since the beginning of the war in 
the waterproofing of cotton fabrics have 
greatly extended the usefulness of poplins, 
twills and sateens in both winter and sports 
While few goods of this type are 
available now to consumers, they will be 
later on and stores naturally are looking 
forward to this sort of postwar business. 
The new waterproof and flameproof finishes 
have also led to increased interest in cotton 
awnings, lawn umbrellas and coverings for 
porch and garden furniture. New types of 
cotton luggage and traveling kits will also 
figure prominently in Cotton week displays. 


wear. 


Cotton week, as in the past, will mark the 
beginning of retail presentations of summef 
cotton merchandise. While stocks of thesé 

[Continued on page 43] 
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Scday 


IS THE TIME TO INSURE DELIVERY OF CHRISTMAS DISPLAYS 


eo ee 
She Ongzuns jeaimtc) 
oa <<, 


Why isn’t Santa thin — Why is he truly American — Why does Mistletoe rate a kiss from your Best 


Girl — Where did the idea for the Christmas Card come from — Why do we ornament the tree and hang Christmas 
stockings — What are the origins of all our Christmas Customs? 


Want Hl the ANWEwN: . .. So would your customers, age 8 to 80, because 


these cherished Christmas Traditions are deeply rooted in the “American Way of Life.” 













thr Qin yuanres as produced for Carson Pirie Scott, dramatize 


these amazing origins for the first time in history. Boards of Education, Churches, Museums, the Radio and Press 
have vigorously endorsed this exciting series of Christmas displays. Months of scholarly research and master 


craftsmanship are required to perfect these almost living dioramas. 


e C Ph 
ecide Soday to secure for your city the most attention absorbing Christmas Promotion 


ever produced! 


DETAILS ON REQUEST 
B60 W. 34 St., N. Y. 


EXHIBITING N. R. D. G: A. SALES PROMOTION CLINIC — CINCINNATI — APRIL 4-5-6 
BOOTHS Nos. 14 and 15 









DISPLAY 


...on and off ‘the record 
















—Howard Haney, Craw- 
ford's, Chicago, and Mrs. 
Haney went on a fishing 
trip last summer and are 
seen before their log cabin. 





—(The photograph of the plaster pho- 
tographer used in the heading is by 
courtesy of Silvestri Art Mfg. Company, 
Chicago) — 


Club; in 


‘ Display + h b 
ag°e ‘ +ree ‘ 
miling officers og ‘I ng an LeSage, — ' Y are 
—The five =o President . Bianchi, Gold Secretary Phil and Miss I. ay Manager, eal arvey's, Nash _ ed two 
the “a * Vice Presiden aa Madigan §: oe Treasurer While Miss Grok, latter oo them gs "Mis - Del 
store; Firs + Pauline ven ‘ Service naga Kuehn) — Can unders+ Sis aq fine se "9 my right $ Grubbs 
Vice-Presien” indiana PUBS Tb hoto by Fre stand why so” 80nd assistant Mand ‘man 
orthern rawford $ ( many : A 








—Among a dozen or two other hobbies, Clem Kieffer, The 

Kleinhans Company, Buffalo, is an expert magician and head 

of the local chapter of amateur magicians. Here he is seen 

(just south of the big hat) performing a rope trick at a 
dinner of the chapter— 

























People like Nashville” " 












. Over g 
'S golfer 


The fish Howard is holding 
in the other picture is a 
7%4-pound pike, and he 
swears he has affidavits to 
show he really caught it— 
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S. H. Camp & Co., Jackson, Michigan.) 


6th Annual 


CAMP 


NATIONAL 
POSTURE WEEK 


May Ast lo Clh 


This inspiring eye-catching poster, in color, 30”x40", 
available for stores. Use it as a theme for another 
patriotic display during National Posture Week. 
Created and issued by the SAMUEL HIGBY CAMP 
INSTITUTE FOR BETTER POSTURE. (Founded by 
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GOOD POSTURE is important to GOOD HEALTH 





To inspire physical fitness for America’s Greater Future 


AMERICA’S RETAIL STORES have stood 
up superbly to their wartime responsi- 
bilities. They have rallied their com- 
munities to the support of War Bond 
and relief fund drives—recruiting, con- 
servation and other government cam- 
paigns for action on the home front. 


Camp National Posture Week offers 
another great opportunity for patri- 
otic service and for increasing your 
store prestige. Physical fitness is im- 
perative if the challenge of peacetime 
readjustment and progress is to be met 
successfully. 


| $5000 IN U. S. WAR BONDS 


As prizes in National Posture Week 


| WINDOW DISPLAY CONTEST 


Themes must be patriotic, non-commercial. Striking posters in color (re- 
produced above) will be available. Watch for detailed announcement 


in this publication next month or write for further. information today. 


These distinguished men comprise the Board of Judges: 


REGINALD ATWATER, M.D., Exec. Secy., 


American Public Health Association 


GUY GAYLER CLARK, Dean, 
Cooper Union Art School 


LEW HAHN, General Monager, 
National Retail Dry Goods Assoc. 
RAY W. PARKS, President, 
International Association of Display 


There will be no commercial aspect 
to the observance of National Posture 
Week. Physicians, educators, govern- 
ment and public health officials have 
for many years recognized the educa- 
tional value of National Posture Week. 
Plan now to participate in this 
nationwide event to dramatize physi- 
cal fitness . . . tied in with any other 
patriotic message or public health edu- 
cational theme. Emphasize the patriotic 
duty of every American to be physically 
fit to fulfill his individual obligation. 
Here is a challenging opportunity 
to advance the future welfare of your 
country—your community—your store. 





S. H. CAMP & COMPANY « Jackson, Mich. 
Offices in NEW YORK ¢ CHICAGO 
WINDSOR,ONTARIO * LONDON, ENGLAND 
World's Largest Manufacturers of 
Scientific Supports 


* 












—Above are the officers and directors of the newly formed Southern Display Association. 
. . Standing (all members of the board of directors), Edward Rose, John Sorenson, John Stiff, J. P. Northrup, Everett 
Four other directors were not present when this photograph was taken— 


Lolita Staines, F. A. Rhoads. . 


W. Booth, R. E. Moriarity, Robert Findlay, J. D. Williams, T. M. Solomon. 
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Southern Group 


orms 


ASSOCIA 


TION 


By S. G. HOWELL 
Staff Correspondent 


ISPLAYMEN from eighteen Southern 
D cities met at the Hotel Adolphus, 

Dallas, February 13-15, and organized 
the Southern Display Association. Guy 
Malloy, Neiman-Marcus Company of the 
same city, was elected president of the new 
organization. Plans for a second meeting 
along similar lines, soon to be held in At- 
lanta, are announced as under way, with a 
“regular convention” proposed for the late 
summer. 

Sixty-three delegates attended the 
sions, forty of them from cities other than 
Dallas; the bulk of the out-of-town regis- 
tration was made up of displaymen from 
3eaumont, Houston, and Fort Worth, Texas, 
and Shreveport, New Orleans, and Alexan- 
dria, La. 

The new organization had a paid-up mem- 
bership of 81 as of March 1. The member- 
ship fee has been fixed at $5. 

Among the objectives of the association, 
as brought out during the discussions, are: 

A. To raise the standards of display so 
definitely that the profession will be so rec- 
ognized by employers and store executives, 
and that displaymen may achieve executive 


ses- 


classification. 


B. To have more authority and responsi- 
bility delegated to the displayman. 

C. To train young newcomers in display 
to enable them to replace those who may 
retire later, and to provide for display per- 
sonnel to take over for display people called 
for service. 

D. Research, study, and education of 
members on history, sources of materials, 
fashion design, and other factors to aid 
the advancement of displaymen in the post- 
war period. 

Among the suggestions advanced by some 
ot the delegates were: 

1. Edward Rose, Foley Brothers, Hous- 
ton, advocated a display clinic and a ques- 
tion box at each convention; also projected 
slides of displays, with the displayman who 
created them on hand to explain and reply 
to questions from the spectators. 

2. Others wanted demonstrations at large 
and small meetings; the display of window 
photographs; discussions; debates; explana- 
tions of design; study of lighting, forms, 
fixtures, and other display equipment. 

3. Robert Findlay, Maison-Blanche, New 
Orleans, caused a flurry with his suggestion 
for an endowed clinic to be financed by the 
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Seated, Guy Malloy, R. K. Pugh, Joseph F. Bronsing, Mrs. 


visualized 
twenty-five stores in the South which would 
subscribe $1,000 each for such a clinic and 
stated that he had authority to pledge his 
store’s cooperation in such a plan. 


employers of displaymen. He 


4. Constant interchange of information 
and instruction between the members on dis- 
play problems; membership letters; local 
meetings; visits among members; a liberal 
use of the trade press to show displays and 
descriptions. 

Details concerned with these several pro- 
posals, and a decision as to which shall be 
accepted, will be referred to an educational 
committee; any further action will be de- 
ferred until mem vership strength has been 
built and additional suggestions are re- 
ceived. Committees to arrange these details 
will be announced by Guy Malloy. A com- 
mittee also will be appointed to work on the 
SDA constitution and by-laws. 

Among the speakers were R. C. Dolbin, 
executive secretary of the Dallas Retail 
Merchants Association, who spoke on how 
to raise the standards of display. Edwin 
Fairchild, of Women’s Wear Daily, who 
happened to be in the city, was another 
speaker and discussed the rising importance 
of display as an advertising medium. Mrs. 
Lolita Staines, Vandever’s, Tulsa, gave an 
inspirational talk. 

The election of officers was held the morn- 
ing of February 15, with the following re- 
sults: president, Guy Malloy; first vice- 
president, R. K. Pugh, Selber Brothers, 
Shreveport; second vice-president, Joseph F. 
Bronsing, Goldsmith & Sons, Memphis ; third 
vice-president, Mrs. Lolita Staines; fourth 
vice-president, Sgt. Charles A. Merrill, for- 
merly with Godchaux, New Orleans, and 
now in Italy; secretary-treasurer, F. A. 
Rhoads, Electric Power Board, Chattanooga. 

Board of directors: chairman, Robert 
Findlay; Edward Rose; R. J. Patterson, 
Weiss & Goldring, Alexandria, La.; T. M 
Solomon, A. Harris & Co., Dallas; R. E 
Moriarity, Sanger Brothers, Dallas; Joh 
Stiff, Sears, Roebuck & Co., Dallas; L. L 
Wilkins, Pizitz, Birmingham; Everett W. 

[Continued on page 45] 
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—The displays of Guy Malloy, Neiman-Marcus, Dallas, have a way of 
speaking for themselves. Here are four of his latest, and it is only 
necessary to add that each window was devoted to a fabric story, fashion 
story, and so on. Props consisted of old-fashioned hall hat-racks painted 








a 


in spring colors to tie-in with the merchandise colors. Each rack wo 

decorated in floral designs, artificial flowers and net. . . . At the 

upper left, over-size lemons played a part in dramatizing spring oppor’ 
in that shade— 
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CA BRAND NEW YARDSTICK 


ISPLAY, too, is a yardstick, and your postwar sales will also be measured 

by it. Modern minded store executives will make window and store displays 
a more important part of promotion, along with newspapers, radio and special 
sales training. . . . Passing people are potential customers. The windows and 
point-of-purchase circulation is terrific. What do you do with this circulation? 
What could you do if you doubled your budget for displays? Why not try it? 
Why not plan ahead? Make arrangements now to use more of this powerful 
medium in your selling picture. 


* 


Members of the 
NATIONAL ASSOCIATION OF DISPLAY INDUSTRIES 


Adler-Jones Company .. . Advertisers Display & Exhibits, Inc American Fixture & 
Mfg. Co. ... Bliss Display Corp. ... Bulkley, Dunton & Co. ... L. J. Charrot Co... . Coy, 
Disbrow & Co. ... Crystal Fixture Co....L. A. Darling Company ... Dazian’s, Inc. ... 
Decorative Plant Co... . Display Equipment Corp. ... Gardner Displays Co. ... Garrison 
Wagner Co. ... Earl W. Gasthoff Co. ... The Greneker Corp. . . . Victor Haida Dis- 
plays, Inc... ...B. A. Jacobs Co. ... J \. Lutz ... Maharam Fabric Corp... . Mechanical 
Man, Inc. ... Mileo Mannequins . .. Old King Cole, Inc. ... Reflector Hardware Corp... . 
Schack’s, Inc. ... Scheuer Art Metal Mfg. Co. ... Sherman Paper Products Corp. ... Nat 
Siegel Fixture Co. ... Shoe Form Co., Inc... . Silvestri Art Mfg. Co. ... Standard Fixture 
Co., Inc. .. . Staples-Smith Co. ... W. L. Stensgaard & Associates . . . Jas. B. Williams, 
Inc... . Display World, Associate Member. 


PROGRESSIVE 


NATIONAL ASSOCIATION of DISPLAY INDUSTRIES 
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DISPLAY 


By JOSEPH APOLINSKY 


Loveman, Joseph & Loeb, Birmingham 


Now, in this fourth article, we are ready 
to take up some of the little technicalities 
which make or mar a display. First we will 
deal with “How to display piece goods.” 

1. Be sure, always, to show the right side 
of the material. Fabrics are either folded 
in half or rolled full width on bolts. 

2. Putting material on a form. (a) Pin 

folded materials. (b) Take the material at 
about the center and put it over the right 
shoulder and under the left arm of the form. 
Pin the material at the waist. (c) Take an- 
other piece of material and pin it on the form 
in the same manner; only place it slightly 
lower than the first. 3e sure to make 
rosettes at the spot where the material is 
Take the two pieces on the 
left shoulder; drape one piece gracefully 
to the side wall. Make a rosette to cover 
the pin. Pull the other piece, tightly draped, 
to the floor. Puff the excess material on 
the floor. (e) Take the other two pieces, 
which were pinned under the arm; drape 
one gracefully and pin it, at about eye level, 
to the background. Make a rosette to cover 
that pin, also. Take the other piece and 
pull it tightly to the floor. Fold it and pin 
to the floor, puffing the excess material. 
3. Putting the material on a top. (a) Be- 
fore pinning the material either to a drape 
top or large “T’’-top, leave enough material 
to drape gracefully and to be pinned to the 
sidewall or to the floor in folds. Pull the 
material tightly. Puff the excess material. 
(b) Take the rest of the material and loop 
it to whatever length desired and pin it 
again to the top. This may be done with 
two, three, or four pieces of material. (c) 
Drape the material from the right hand side 
of the top either to the background, side 
wall or floor. Rosettes should be made at 
the points where the material is pinned to 
the tops. 

4. In order to display more material in 
windows, full bolts either may be stacked or 
arranged in an artistic manner on the floor. 
One other thing which may be done is to 
puff another piece or two, either in a 
straight or curved manner, on the floor. 

5. To add to piece goods displays, use 
fashion magazines, patterns, or a small 
amount of notions on the floor. This is 


pinned. (d) 


known as combining related items with the 
principal item shown. 

Next we come to “How to display a coat, 
dress or suit, and lingerie on a form or gar- 
ment stand 

1. Be sure that all merchandise is thor- 
oughly pressed. 


2. Slip the dress over the top of the form, 
or place the coat around the form. It is a 
good practice to use a garment which is the 
same size as the form. However, there may 
be times when this is not possible; then you 
simply take the slack up in the back of the 
form, folding the garment over neatly and 
pinning it so it will stay. 

3. Adjust the top of the form to the 
desired height. A garment stand is nor- 
mally 36 inches high and can be adjusted 
from 36 inches to 72 inches. It has a curved 
top which allows the dress to hang very 
gracefully. 

4. There is a board attachment which fits 
into the waist line of the dress. Hang the 
garment on the top, letting it all hang to 
the front of the board. 

5. Draw the garment tightly 
board, pinning all of the slack 
behind. Be sure the garment 
centered. . 

6. Take the sleeve at the arm-pit and 
draw it to the back of the garment, pinning 
it to the back so it will hang perfectly 
straight down. Be sure that one sleeve does 
not hang in or out any more than the other. 

7. Place the stands in the window. Start 
low at the front of the glass and elevate as 
you go to the back. You may allow gar- 
ments on low stands at the front of the 
display to drape on the floor, but do not 
permit garments on the higher stands to 
touch the floor. 

Slacks and pajamas can be handled in the 
same manner as dresses or coats. Simply 
put the top part on first, and then hang the 
trousers at the proper waist line. Pin all 
the slack to the back of the board. Be 
sure to adjust the sleeves properly. 

Be sure that all of the various types of 
garments mentioned are draped slightly at 
the waist line. 

Housecoats can also be handled on gar- 
ment stands and forms. 

Gowns and slips are handled in a slightly 
different manner because they do not have 
sleeves. The shoulder straps on slips may 
be drawn up at the top to eliminate slack, 
and pinned at the loop to the top. (Straps 
on brassieres and undergarments are han- 
dled in the same way.) With this excep- 
tion, gowns and slips are handled in the 
same manner as dresses. 

DISPLAY BACKGROUNDS. The pri- 
mary purpose of the background in a show 
window is to set off the merchandise dis- 
played. Never make the background so at- 
tractive that it will detract from the mer- 


around the 
very neatly 
is perfectly 
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Backgrounds are intenced 
to carry the atmosphere for the merchandise. 
For instance, in the spring, backgrounds 
featuring pastel shades are most appropri- 


chandise shown. 


ate. They can be made with paints, papers, 
and dozens of other materials. There are 
also artificial flower sprays which are par- 
ticularly appropriate for the season men- 
tioned. 

For summer, there are palms, 
poles of various lengths and widths, fish 
net material, and papers in summery de- 
signs. For fall, winter, and Christmas there 
are likewise materials appropriate to the 
season. 

A simpler and less expensive method of 
obtaining window backgrounds is to build 
panels in various sizes and shapes and either 
paint them with water color, suitable for 
the time of year, or use fancy papers or in- 
expensive materials to finish the panels, 
These can be changed very simply from time 
to time for different effects. Curtains of 
various types should also be mentioned as 
background factors. 

A trend has been the use of letters on 
the background. The story and price of 
the merchandise shown can be emphasized 
by making a large panel and tacking the 
letters on it, or—if you can letter—simply 
paint your story on the background. 

There have been many trends in back- 
grounds in recent years, or since the crepe 
paper era. There have been various adapta- 
tions of modernism, futurism, surrealism, 
Swedish moderne, and background ideas 
which have crept in from European coun- 
tries. 

To decorate panels, one can use twill 
tapes in contrasting or blending colors, 
stretched in straight lines to suit one’s 
fancy. There are many ideas in_ paper 
tapes which one can use for ornamenting 
panels. If possible, ‘sprays of artificial 
flowers, in keeping with the season, can also 
be tacked onto the panels. 

“Showcards, signs and price tickets” will 
be the lead-off subject for next month's 
article, and just to pass the time until then 
you might think over these ten rules laid 
down by a Detroit department store for its 
own sign shop. The store offers a $1 prize 
for each infraction discovered: 


bamboo 


1. The words “imperfect” or “seconds” 
should be mentioned on price tickets where 
merchandise of that classification is on sale. 

2. Watch out for incorrect spelling. 

3. If comparative values are mentioned o0 
the price card, see that they actually are 
there. 

4. Conform to advertising. 

5. Signs should always mention whethet 
the merchandise is priced at so much each. 
yard, dozen, set, and so forth. 

6. Signs must conform to merchandise i 
value, price description. 

7. Signs must cover all merchandise 
counters or tables. 

8. Signs should agree with price tags 
merchandise. 

9. Both sides of cards must agree as ™ 
price, description, and value, if the mer 
chandise is the same. 

10. The blame for violation of other ru 
is put on the department that accepts ™ 
card and not upon the sign writer. 
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VEGETABLES.... 


THAT LOOK GOOD ENOUGH TO EAT 


Created in CREPE PAPER SCULPTURE 2, MARIE WITT 





No. 104 No. 105 No. 106 
CAULIFLOWER BASKET LETTUCE BASKET CABBAGE BASKET 
Real Vegetable Basket with 7 nat- Real Vegetable Basket with 7 nat- Real Vegetable Basket with 8 nat- 
ural size Cauliflowers. ural size cool looking Lettuce Heads. ural looking Cabbage Heads. 


$10.50 Each $8.50 Each $13.50 Each 









No. 107 GIANT SIZE VEGETABLES No. 108 
VEGETABLE BASKET eC hie VEGETABLE BASKET 
Real Basket with 15 Assorted Vege- Tomato 6" $ .90 Ea. Real Basket with 17 Assorted Vege- 
tables. Lettuce 14" 1.50 Eo, tales. 
$ | | -50 Each Carrot 24" 1.25 Ea. $ | 3.50 Each 
Size Size 
Overall Overall 
10” Beet $ .55 Ea. 8” Lettuce $ .80 Ea. 
9” Cabbage 1.40 Ea 10” Onion 50 Ea 
7” Red Cabbage 1.15 Ea. 14” Parsnip 80 Ea 
8” Cauliflower 1.15 Ea. 6” Potato 30 Ea 
14” Carrot 25 Ea. 8” Red Radish 75 Cluster 
14” Corn .90 Ea. 12” String Beans 80 Cluster 
7” Cucumber -60 Ea. 4” Tomato 50 Ea. 
7 Green Pepper 50 Ea. 12” White Turnips 60 Ea 
Leek 45 Ea 12” Yellow Turnips .60 Ea 


“The House of Service’ 





FABRIC CORPORATION. 
NEW YORK 19 — 130 WEST 46TH ST. 
CHICAGO — 6 EAST LAKE ST. 

LOS ANGELES—819 SANTEE ST. 


MFG. BY SELECT FLOWER & DISPLAY CO., 149 W. 24TH ST., N. Y. 11, N.Y. 
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J.A.D. News... 








Progress requires the fundamental recog- 
nition of the truth. A striking case in point 
occurred in the February issue of the Inter- 
national Association of Display page in 
DISPLAY WORLD. In part, it was a re- 
port of the meeting of the three I. A. D. 
officials with Kleinhaus and Hahn of the 
National Retail Dry Goods Association, at 
the N. R. D. G. A. offices in New York. 
Only the highlights of the meeting were 
reported. To give a word-for-word descrip- 
tion of the meeting is not for the writer 
to do. 

Several letters have been received at this 
office criticizing the writer for not dealing 
with the matter more drastically. Others 
suggested that we go it alone without the 
N. R. D. G. A. or the National Association 
of Display Industries, while one letter stated 
that the N. R. D. G. A. should not be 
blamed if the affiliation fails. 

From its very inception three months ago, 
this I. A. D. committee of three has been 
trying to mobilize the opinions of the display 
profession at large to favor an affiliation 
with the N. R. D. G. A. 

3e it remembered, that the three I. A. D. 
officials entered the New York meeting 
united in purpose, and completely agreed to 
advocate most any requirements necessary 
for an affiliation. The sudden turn of events 
during the conference that followed re- 
sulted in our having to wait for a future 
decision on the part of the N. R. D. G. A. 





Since then important things are happen- 
ing, and they are happening fast. The sales 
promotion meeting scheduled for Cincinnati 
in April, and the two Display Market Weeks 
to be held by the N. A. D. I. in New York 
and Chicago in June seem to endanger the 
I. A. D. affiliation with the N. R. D. G. A. 

The sales promotion meeting will be a 
successful one. There’s no question about 
that. In this event, it is possible that it 
will serve as a forerunner to future meetings 
of this nature, only on a much larger scale. 

If this sales promotion meeting satisfies 
the N. R. D. G. A. in this kind of under- 
taking, you can look forward to a display 
division well on its way to reality. They 
will no doubt include it as a part of their 
Sales Promotion Division. 

An interesting thing to note is the fact 
that the N. A. D. I. will not restrict its 
members from showing at the sales promo- 
tion meeting; this is evidence that the 
N. A. D. I. is making every effort to co- 
operate with the N. R. D. G. A. 

Frankly, the N. A. D. I. as an organiza- 
tion has done a good job. When the N. A. 
D. I. members formed their organization, 
they did not try to harm the I. A. D.; in- 
stead, they did so to better their own inter- 
ests. No one can blame them for that. The 
many past I. A. D. administrations had their 
opportunity to take the display manufactur- 





ers more seriously, and march shoulder to 
shoulder with them on a more cooperative 
and equally profitable basis. It’s too bad 
the present administration has had to take 
it on the chin. The road has been a difficult 
one to travel. 


Should the N. R. D. G. A. turn their backs 
on us and state that they do not consider 
the I. A. D. affiliation possible, what can 
our next move be? With the N. A. D. I. 
already staging its own Display Market 
Weeks, how can we think of holding our 
own convention? These are all very impor- 
tant and serious problems. To stage even 
a membership meeting calls for serious 
business, intelligent planning, a _ careful 
study of finances and that all-important 
problem of drawing delegates. What can 
we offer as an interesting, educational serv- 
ice with pulling power to make a meeting 
successful? How can we expect a favorable 
attendance if we can not exploit a program 
of any significance? A membership meeting 
must be purposeful ... an expression of the 
preamble of our by-laws and the motiva- 
tions behind the I. A. D.’s object for exist- 
ence. 

Display is definitely on the march. If the 
N. R. D. G. A. can meet the rapid changes 
in this era, every member of the display 
profession and the display industry should 
help to further such a progressive move. 


There’s no denying the fact that the 
I. A. D. after forty-seven years of existence 
is still a national organization. We still 
have loyal members that stick with us year 
after year. While the war has played havoc 
with our many plans, there are still several 
things that have happened in the past that 
must be reckoned with. 

The history of the I. A. D.’s commercial 
development under the many past adminis- 
trations did not include any enterprises that 
would grow and expand by plowing earnings 
back into the organization, thus enabling 
it to grow rapidly without the necessity of 
calling on outside capital. Something had 
to happen, either to wreck or to build the 
association. 

With the main source of the I. A. D. 
revenue gone, it will require an interesting 
change of policy to permit it to function as 
a national organization. 

A successful Display Division of the N. R. 
D. G. A. will mean that display is marching 
shoulder to shoulder with a _ progressive 
partner. We are at the crossroads. Which 
way shall we turn? In what direction lies 
our salvation? Frankly, we should do every- 
thing in our power to help display prosper, 
do everything that is humanly possible to 
merge our abilities, our objects and our 
aims through making some kind of affilia- 
tion with the N. R. D. G. A. Who has the 
answer? Maybe it’s you! Your comments 
will be appreciated. 





By Hb — = 
Publicity Director 





Mirror Display Experiments 
Started Fifty Years Ago 


Back in the 1890s a dancer named Loi 
Fuller did a spectacular “mirror dance” in 
a London theatre; today, nearly fifty years 
later, an idea kindled in the brain of one 
of the spectators that night is drawing 
crowds to display windows in a number of 
this country’s leading stores. 


The man was Frederic Shipman, for many 
years “in show business.” He noted that 
the mirror dance seemed to have possibili- 
ties which were not being utilized, and so 
he started experimenting with small mirrors 
—even carrying them in his luggage wher- 
ever he went. He worked out many novel 
effects and illusions, some of which are in 
current use in the theatre. But it was only 
comparatively recently that he hit on a 
simple arrangement especially adapted to 
display use, whereby a shallow window can 
be made to appear as much as 30 feet in 
depth, or a few trees can be made to resem- 
ble a forest, or a single mannequin be mul- 
tiplied eight times. 

The illusion was first used by Lord & 
Taylor, New York City, as reported in the 
last issue of DISPLAY WORLD. Since that 
time several other top stores have made 
arrangements for similar displays, and Ship- 
man has worked out a plan whereby the 
display rights to the set-up will be leased 
on a yearly basis to one store in a city with 
the exception of New York. He has eight- 
een United States patent claims, several in 
Canada, and has others pending. Shipman 
is setting up an experimental studio in New 
York City in which new display ideas will 
be developed and passed along to all fran- 
chise holders. Additional details can be ob- 
tained from the inventor at Hotel Bristol, 
135 West 48th street, New York City. 





Display Contest Season 
Hits Its Stride 


In addition to several other national con- 
tests mentioned in this issue, here is ont 
more: a contest will be conducted by the 
National Mother’s day committee in collab- 
oration with the International Association 
of Display. The rules are simple. Windows 
may be either merchandise displays or inst 
tutional. No limit is set for the number 0 
photographs which may be entered. Photo 
graphs must be 8 by 10 inches or larger 
size, in black and white. The official Moth: 
er’s day poster must appear in each entty, 
which must reach the contest headquarters 
by June 1. 

First prize consists of a hundred-dollat 
War Bond; bonds will be awarded for sé 
ond and third places at $50 and $25 respe™ 
tively. Full details can be obtained fro® 
National Mother’s Day Committee, 393 5&* 
enth avenue, New York 1. 
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Lucite Fixtures... 


of Unusual Excellence in Design, Quality and Function 


We have a limited stock of these quality display 
units and can promise satisfactory delivery. 


Lois il ail Conditions, however, make it necessary to fill all 
a — . ° . ° 

years ae orders in the order of their receipt. We, there- 
one i 


wing fore, urge you not to hesitate in getting your 
er Ol 

share of these few remaining SCHEUER Lucite 
many 


that ” fixtures with white enamel combination. 
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w Can THREE-WAY TWO-WAY 

cet HAT STAND HAT STAND HAT STAND 
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» mul- 34" high 28" high 18", 24" or 30" 


$19.00 each $14.50 each heights 
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sy Aquaplate Glass Aquaplate Glass 
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as Wi plate Glass Top plate Glass Top plate Glass Top 
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USE THIS ORDER BLANK 


oe ee ee ee ee ee ee ee ee eg 


SCHEUER ART METAL MFG. CO. 
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is one 
by the 
collab- 
yciation 
Jindows 
or insti- 
mber 0! 
Photo- 
arger i 


1 Moth- 
h entry 
quarters 


ta ART METAL MFG. CO. 


for se 
. respec 


Sno | SoHBUER 307 WEST 38th ST. 
ge FIXTURES 


393 Ser em NEW YORK CITY 


Please ship the following units: 
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Outstanding Group To Hea 
N.R.D.G.A. Display Clinic 


By LLEWELLYN HARRIES, Manager 


Sales Promotion Division 


National Retail Dry Goods Association, New York City 


addressed to all members 
To both members 
and Sales Promotion 
Division of the National Retail Dry 
cordial invitation 
for you to participate in sessions which will 


This article is 
of the display profession. 
non-members of the 
Goods 


\ssociation, we extend a 


be held in Cincinnati at the Hotel Nether- 
land Plaza, April 4, 5, and 6. Wednesday, 
April 5, will be devoted exclusively to dis- 
play. 


In formulating the Clinic the members of 
the planning council make it, 
above all, practical and timely. It is the 
purpose of this clinic to arm the display 
with information pertaining to 
methods and present conditions which we 
believe are vital pre-requisites to sound and 
intelligent planning, and to help those exe- 
cutives do a better job with better relation- 
ship in their particular store. 

It is natural under present conditions 
that we turn for an exchange of information 
to the people who are vitally interested in 
display. It is with this thought in mind 
that we have scheduled all sessions to be 
open forums, and several prominent mem- 
bers of the profession will be seated on the 
platform in order to keep the discussion 
open and going along at a scheduled pace. 


sought to 


executives 


Display has come a long way in the last 
feel that it is time that 
answered with re- 


few and we 
a few questions 

spect to its place in the future of store pro- 
motion. To translate its potential power as 
a medium, it is necessary that we have in- 
telligent asked and answered. 
These we kelieve will be answered in an able 
who are rec- 


years 
were 


questions 
and practical manner by men 
ognized for the job they are doing in the 
display profession. 

In an effort to produce the impulse which 
will lead to practical and scientific research 
in display, we feel that the clinic in Cincin- 
nati will forth the accomplishments 
which we all want. 

The clinic, and particularly the 
devoted to display, will be as good as the 


bring 
sessions 


display people make it. 
Again we cordially invite you to partici- 
pate in the 
The proposed program is as follows: 
DISPLAY SESSIONS—April 5, 1944 
Morning Session 
10:00 to 12:00 
Problems. 


sessions. 


Open Forum—Display 
Experts on platform: 
Carl V. Haecker, W. T. 
New York. 
Robert Marimon, 
Cleveland. 
Ralph Gollahon, John Shillito Company, 

Cincinnati. 
Ek. H. Hunvald, Sales Promotion 
ager, Birmingham. 


Grant Company, 
The 


Higbee Company, 


Man- 


Pizitz, 


Man- 


Company, 


Promotion 
Brothers 


Ann Schindler, Sales 
ager, The Halle 
Cleveland. 
RECESS 
Afternoon Session 
2:00 to 4:30 
Open Forum—Display 
experts on platform: 
J. Roger Fisher, Publicity Director, Joseph 
Horne Company, Pittsburgh. 
Leslie S. Janes, Roebuck 
Chicago. 

John Dubuisson, 
Nashville. 
Problems to be discussed: 
1. Women in display. 
2. What effort has 
display help. 

3. What are you looking for in display? 
4. How far should we go in self-selection ? 
5. How are you meeting the interior dis- 

play problems? 
All delegates are invited to participate in 
all discussions and bring your own particu- 
lar problems. 


Relations. 


Sears, a Co. 


Cain-Sloan Company, 


been made to train 


In connection with this clinic, and in 
order to give displaymen needed publicity 
in the national field, we are sponsoring an 
open competition. for the best display cam- 
paign used by retail stores for the year 1943, 
for which a series of prizes will be awarded. 
This is the first of an annual competition 
to select the best displays for the year. 

The display campaign photographs sub- 
mitted will be exhibited at the clinic, and 
the purpose of this exhibit is to bring to 
the attention of the assembled delegates the 
outstanding work of displaymen in the retail 
field. 

We are going to award to the display 
manager of three retail stores, in three dif- 
ferent classifications, a plaque for the best 
window a store has produced during 1943. 
The plaques will be inscribed as follows: 

National Retail Dry Goods Association 

AWARD 
To (Name of the winner) 
For The 

Best Display Campaign Used In 1943 

There is no charge for your entries, and 
the delegates attending the Cincinnati clinic 
will be the judges. The will be 
made on April 5. The rules: 

1. Send in photographs of your best win- 
These may 


decision 


dows used during the vear 1943. 
include War Bond promotions. 

2. Photographs should be mounted on 
fairly stiff Bristol board—approximately 21 
by 30 inches, so the exhibit will be uniform. 

3. On the right hand 
the mount name of the 
director, store, city and state. 

4. Entries submitted in the fol- 
lowing classifications; indicate proper class- 


corner of 
display 


lower 
give the 


may be 


ification on the back of the mount: (A) All 
stores with volume up to but not exceeding 
$3,000,000; (B) All stores with volume from 
$3,000,000 up to but not exceeding $7,000,000; 
(C) All stores with volume of over $7,000,000, 

5. Al should be mailed to the 
attention of Llewellyn Harries, 
Sales Promotion Division, 
Dry Goods Association, 101 West 3lst 
street, New York 1, N. Y. Entries must be 
postmarked not later than March 24. 


entries 
Manager, 
National Retail 





Marshall Field Ad 
Comments On Display 
In a recent newspaper advertisement, 
Marshall Field & Co., Chicago, had this to 
say about the store's window displays: 
“Even after shopping inside, people usually 
stay just a little longer to look at our win- 
dows. Folks find window-gazing at our 
store one of the delights of coming down 
town. Perhaps it's because we consider 
each of our sixty-five windows (more win- 
dows than any other store in America!) as 
a miniature theatre. Each must tell a story 
of fashion or news—each must truly reflect 
the store. It takes as many different kinds 
of technicians and craftsmen to produce a 
good window as to produce a good play— 


artists, electricians,, mechanics, _ stylists, 
carpenters, painters, mannequin makers, 
writers. When the curtains are parted on 


any of our windows, you see Marshall Field 
& Co. in miniature. And you'll never see 
anything in our windows that you wont 
find proved forty ways from Sunday when 
you come inside.” 








LOS ANGELES ARTICLE 
TO BE RESUMED 

It is with pleasure that DISPLAY 
WORLD announces the return of the 
monthly report on Los Angeles dis- 
play after a lapse of several months. 
The omission of the article has of 
course been due to war conditions, 
with the coast dimout and a shortage 
of personnel at the studios of “Dick” 
Whittington as the chief factors. But 
now the dimout has been lifted and 
Herb Cross, under whose name the 
article appeared each month, has re- 
turned to civilian life after army serv- 

















ice. And so the Los Angeles report 
will be resumed in the issue of April 
15th, thus rounding out DISPLAY 
WORLD’s monthly coverage of dis- 
play in the three cities which are the 
display centers of America—Los An- 
geles, Chicago, and New York City. 
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TIMBERTONE -wateriat OF tomoRRow 
ee t BY 
MATERIAL OF TOMORROW 
@PROMINENT DESIGNERS and ARCHITECTS have for years chosen TIMBERTONE Finishes. They've been TIME-TESTED and 
proven... always ... THE MATERIAL OF TOMORROW. 
@IN THE PAST . .. in the New York metropolitan area alone, hundreds of stores, executive offices, home interiors, apartment 
lobbies and public buildings have been decorated with TIMBERTONE finishes. 
@TODAY .. . throughout the country hundreds upon hundreds of stores have discovered THROUGH USE the practical, mod- 
ernizing influence of these paper veneer finishes. 


@AND FOR TOMORROW ... the depth and beauty, the unusual flexibility of adaptation, that EVER-NEW LOOK so char- 
acteristic of TIMBERTONE has made its use a MUST in the development of ideas far removed from the commonplace. 


INVESTIGATE TIMBERTONE IN PLANNING FOR TODAY AND TO-MORROW 

















Ag ae 


Modern Room ... B. Altman & Co., N. Y. A smart grain effect created by cutting oak Window Background ... Famous-Barr & Co., 


veneer into 18’ squares and applying alternately. St. Louis, Mo. 


fuotzed obber in Your Vieaty TIMBERTONE DECORATIVE CO., INC. hiw’ tS St: 








Leatherette Papers 


Rolls—48” Wide x 25’ Long 


For Summer 


Beautiful two-tone, styled-to-fashion colors for your 
seasonal promotions. Crush-Grain is a multiple purpose 
leatherette with a strong, pliable body adaptable to 
your flooring, case-lining and displayer covering re- 
quirements. The following colors are available for 
immediate delivery: M-500—Rose Pink; M-501—Light 
Green; M-502—Sky Blue; M-503—Light Tan; M-504— 
Cream; M-505—Spanish Yellow: M-506—Maroon; M-507 
—Dark Blue; M-508—Red; M-509—-Dark Green. 


a ee BULKLEY, DUNTON & CO, 
“DISPLAY FOLIO Display Papers Division 


CHICAGO (16) — 2625 S. WABASH 


ee 
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What's New... 
IN POINT-OF-SALE DISPLAY? 


—This new Sheaffer's “Skrip" display card 
keeps the product name before shoppers 
while contributing a suggestion of impor- 
tance to men and women in the service— 
"Write often, you folks on the home front." 
Created and lithographed in full color by 
Forbes Lithograph Company, Boston— 
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—Once more “Alka-Seltzer places emphasis on 
essential war work in a current window display. 
A reminder to buy War Bonds is featured, and the 
product is pictured by side cards which give the 
idea of stacked piles of product cartons. The 
center piece is reproduced in miniature, also, for 
counter use.. Created and produced by Forbes— 


—This display is being used by leading pharmacies and 

department stores to call attention to the Abbott collection 

—This display was recently de- of naval aviation paintings now on exhibition at the Insti- 

aia Spot Y p walle y y : — tute of Modern Art, Boston. Prepared for Abbott Labora- 

ee eee tories by Magill-Weinsheimer, the display materials include 

rodt, Inc., Chicago, for the ice teliatin eatiatiee 

Wac. The figure is practically aie a P 
life-size, lithographed in full 
color, and has a pocket for 
holding booklets pertaining to 
‘the Wac. It is designed for 
use in lobbies and windows, or 
any smaller place, to aid Wac 

recruiting— 
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STUDIOS 


CREATORS AND DESIGNERS OF HOLLYWOOD MANNEQUINS 





923 North Cole Avenue Hollywood 38, California 
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—This is a constructional idea for a set of display 
niches for use over shelving, especially designed 
for a department that needs a bit of dressing up. 
The main unit is easily made of wallboard, while 
the awning can be cut from the same material and 
painted, or one of the awning papers available 
from any display resource can be used— 
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—Emergency fixtures can be made from s>2v- 
eral small pieces of wallboard. Fig. | 
shows the patterns for the various pieces. 
Fig. 2 illustrates how pieces No. 2 and 
No. 3 are put together. Fig. 3 shows how 
pieces Nos. | and 4 have been added by 
slipping them into position over the slots. 
The dotted lines indicate where the circular 
shelves (Nos. 5 and 6) are placed— 





. 


—Although the National "Sew and Save" week is 
over for this year, the theme is one which can be 
used with benefit for a shelving display at various 
seasons of the year. The words shown here are 
capitalized with dollar signs to tie-in with the idea 
of savings. Further to carry out this idea, the 
dollar signs can be painted in silver or gold, with 
the other letters another color— 









































—Here is another post 
decoration to add to 
your collection of simi- 


unusual canopy top con- 
sists of an inner and an 
outer ring. The lat- 
ter carries appropriate 
copy. The inner ring is 


ment or similar material 
and is illuminated from 
concealed lights placed 
within the circle. The 
face of the circular 
table is painted to 
match the design at the 
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Saks’ "New Yorker" Ad 
Features Mannequin 


A novelty among consumer publication ad- 
vertisements made its appearance in an issue 
of “The New Yorker” a couple of weeks 
ago. Used by Saks-Fifth Avenue, the page 
ad had a rough sketch of a mannequin 
being gowned by two displaymen. The ac- 
companying copy ran under the heading: 
“This is our Miss Chinweather” and is given 
in full herewith: 

“Miss Chinweather, a dummy, is 6 feet 
tall, weighs 28 pounds, and takes a size 6 
double A shoe, which is more than you can 
say for most tall women. Like many of her 
sex, she comes unhinged rather easily, espe- 
cially her arms, which can be removed with 
little or no effort. Since being graduated 
from Mrs. Greneker’s School for Girls (an 
experience comparable to being shot out of 
a cannon), she has spent most of her time 
ina Saks-Fifth Avenue window. 

“Naturally, this demands quite a ward- 
robe, nor is Miss Chinweather the girl to 
stint herself. Thanks to her haughty stance, 
she has our Window Display people so 
cowed they give her the very best raiment 
they can lay their hands on, twice a week. 
The dummy in the next window may be just 
as beautiful, but it’s always Miss Chin- 
weather who gets the wild Labrador mink, 
not to mention the baum marten and the 
Russian broadtail. 

“Once a new displayman tried to give her 
a sable-dyed squirrel, but Miss C became so 
unhinged they finally had to compromise on 
our new Silverblu Platinum mink — really 
quite nice with her hair. Of course, her hair 
comes from a distinguished family of horses, 
and from time to time our Antoine gives 
her a chic new coiffure. It’s the only time 
Antoine has ever fooled around with horse 
hair, but Miss Chinweather gets what she 
wants. One good thing, she doesn’t eat 
butter.” 





Much Interest Shown 
In Camp Contest 

The offer of the S. H. Camp Company, 
Jackson, Mich., of $5,000 in War Bonds as 
prizes in the National Posture week display 
contest sponsored by that firm is attracting a 
great deal of attention from displaymen in 
all parts of the country. As announced, 
first prize in each division will be a $1,000 
bond, followed by a $500 second prize and 


ten awards of $100 each in bonds. Separate 
classifications have been set up for cities 
over 100,000 and communities below that 
figure. 


An odd phase of this particular contest is 
that no merchandise whatever — including 
that of the sponsor—is to be used in the dis- 
plays. Full details can be obtained from 
r H. Camp & Co. at the address given 
above, 





Siegel Representative 
Dies In South 

W. G. Shiell, representative of Nat Siegel 
in the Southern territory, died February 14 
i Shreveport, La. Burial took place in 
Columbia, S.C. At one time Shiell was dis- 
play manager for D. M. Read & Co., Bridge- 


Port, Conn. 
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..e QUILTFOILS... 


Metalsheen embossed background materials. Satin finish available in Light Blue, 
Light Green and Orchid. Bright finish in standard colors of Red, Green, Blue, Silver, 
Gold and Copper. 








Quiltfoil DIAMOND PATTERN Embossed. Featured 
in all standard colors, both Bright and Satin finish. 


26 in. by 25 ft. 4.50 


Quiltfoil PETAL PATTERN Embossed. Fea- 
tured in all standard colors, both Bright and 


Satin finish. 26 in by 25 ft $4.50 


SCULP- 
TU- 
ROLL 


Not Merely Printed 


DEEP EMBOSSED 
for TRUE FORM 
and TEXTURE 


ROLLS 


28 in. wide 
20 ft. long 


*5.95 


BIRCH BARK Sculp-Tu-Roll 


—As real as the actual bark of 





large silver birch trees made 
famous by the American In- 
dian. 


stone and mortar. Embossed 


STONE-WALL Sculp-Tu-Roll—Full relief. As natural as 
to actual depth with the rounded edges of time-worn stone. 


OAK BARK Sculp-Tu-Roll—Deeply embossed with the grain of the bark running the 
20-foot length of the roll, which will enable you to make a log or tree trunk effect any 


desired height. 
NEW WRINKLE EMBOSSED PAPER 


PATRIOTIC STRIPED, Lengthwise, Red, White SOLID COLORS, dyed-thru. Popular and _ eco- 
and Blue; 49 in. wide, 25 ft. long. nomical. Red, White, Blue, Emerald Green, Yel- 
Per Roll, only $3.50 low, Orange Sky Blue, Nile Green, Black. 
RED, WHITE and BLUE RIBBON, 8 in. wide, 48 in. by 25 ft. or 30 in. by 40 ft., either size. 
100 ft. long. Per Roll, only $3.50 Per Roll, only .00 


ABACOT DISPLAYS, Inc., 18 East 16th St., New York 3, N. Y. 














OUR PLATFORM 
1. The Promotion of Display. 


2. More Display Cooperation by Manufacturer 
and Merchant. 


3. Advancement of the Display Service Business. 


4. Practical Service to the Display Profession 
and Industry. 


5. Greater Appreciation of Display's Power in 
Merchandising. 








6. Absolute Independence of Our Editorial 
Columns. 
VOL. XLIV MARCH, 1944 No. 3 
Attend The Display Clinic 
Of The N. R. D. G. A. 
On Wednesday, April 5, the Sales Pro- 


motion Division of the National Retail Dry 
Goods Association will hold a display clinic 
at the Hotel Netherland Plaza, Cincinnati, 
as part of a three-day meeting devoted to 
problems of retail sales promotion. The 
other days will be given over to problems 
of newspaper and radio advertising. 

At this writing it is impossible to predict 
the number of displaymen who will attend 
this clinic. It is the first time that the N. R. 
D. G. A. has honored display to the extent 
of giving it a full day's time for discussion, 
and that fact should mean much to this pro- 
fession. But on the other hand, since this 
subject has been relegated to the tag-end of 
past N. R. D. G. A. programs or ignored 
entirely, store management is not yet ac- 
customed to thinking of N. R. D. G. A. 
meetings as including display. Hence the 
idea of sending the display manager to this 
April clinic will be a new one to most of 
them, and so there will be a certain inertia 
to overcome if there is to be a good attend- 
ance from displaymen themselves. 

It is to be hoped that the Sales Promo- 
tion Division of the N. R. D. G. A. is keep- 
ing this fact in mind and that its publicity 
to the retailer will try to correct a situa- 
tion which has its base in the past. 

Probably this state of things will not be 
entirely overcome until the much-discussed 
Display Division of the N. R. D. G. A. has 
been established and is accepted as such by 
the 7,000 stores belonging to the association. 

Displayman, in the meantime, should take 
the initiative in the matter by making the 
necessary arrangements now to attend the 
clinic—and this should be especially true of 
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those whose stores are located within easy 
traveling distance of Cincinnati. 

Llewellyn Harries, manager of the Sales 
Promotion Division, has arranged for an 
outstanding group of experts—including 
both displaymen and promotion men—to 
guide the discussions, and an interesting 
series of questions to be taken up has been 
outlined. The clinic should be well worth 
while in every way. 





Patriotic Displays 
Need Stimulating 

Display observers who have occasion to 
visit different parts of the nation are agreed 
that retail efforts through patriotic displays 
have taken a decided slump during past 
months. Possibly much of this is due to 
the influence of the Christmas season, during 
which time most patriotic promotions were 
shoved aside for merchandise presentations ; 
the ground thus lost has not been regained. 

It is pointed out on every hand that the 
war is by no means won as yet; on the 
contrary, the most bitter fighting and the 
most drastic effects are said to be still to 
come. There must be no let-up in the efforts 
of everyone to promote the sale of Bonds, 
add to the number of Victory gardens, in- 
crease the amount of plasma available, and 
so on and on. 

Along this line is a big piece of work for 
display to do during the month of May. 
The Office of War Information has asked 
retailers to concentrate on one particular 
theme during that time: “Women in Ac- 
tion.” Not enough women are working, and 
the OWI campaign lumps into one program 
everything from military recruiting of 
womanpower down to recruitment for farm 
work. The theme to be followed is that 
every woman should work, that every wo- 
man is personally responsible for the final 
push to victory, and that each should “en- 
list” where she can best serve. 

There is work to be done that is being 
neglected. Industrial deferments for men 
are being cancelled. Women must replace 
them. About the only labor reserve left is 
women—a gigantic reserve that must be 
drawn upon. 

Facts for your information in planning 
displays along this line are these: There 
are about 34,000,000 women in America be- 
tween the ages of 18 and 49. Of these, 
17,000,000 are at work. Of the other half, 
about 11,500,000 have children under 14. 
This leaves 5,500,000 women, not now work- 
ing, who could serve their country. 

The government does not insist that they 
enlist in the military services; it does not 
demand that they go into industry. But it 
does feel that each should do something. 

The OWI has prepared a special poster 
on this subject, and it will be delivered to 
retailers on April 29. It is sincerely urged 
that displaymen plan now to use special dis- 
plays on this all-important subject during 
the month of May. 


Mother's Day Appeal 
Linked To Bond Sale 


Bring her loved ones home sooner” by 
giving her War Bonds is the appeal accom- 
panying a Mother’s day poster developed 
by the Sales Promotion Division of the 
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National Retail Dry Goods Association, jor 
use by stores throughout the country. 

So impressed was the Treasury Depuart- 
ment in Washington with the poster and 
its timely message, that Ted R. Gamble, 
national director of the Treasury’s War 
Finance Division, wrote the following let- 
ter to Llewellyn Harries, N. R. D. G. A’s 
Sales Promotion Division manager: 

“T have seen the poster for your Mother’s 
day promotion, and believe that this effort 
presents an excellent opportunity for retail 
stores to stimulate the sale of War Bonds, 

“From the point of view of art work, copy, 
and general format, the poster provides an 
effective means of tying in this annual event 
with the national war effort. 

“We strongly urge that stores throughout 
the country use this patriotic approach for 
Mother’s day 1944.” 

Issued in five different sizes, the poster is 
reproduced from a painting by H. Paus, 
well-known illustrator and cover artist. It 
is printed in full color by screen process. 





CHICAGO DISPLAY SCENE 


[Continued from page 13] 
ington showed what the better-dressed ta- 
bles should wear, with the following cap- 
tion: “Your New Linen Story. Gleaming 
linen damask setting for a gracious table.” 
The lone mannequin in this setting gives the 
window its needed human note. 

Campbell of Carson’s borrowed a time- 
tested idea from the current stage produc- 
tion “Something for the Boys” in two 
splendid millinery windows. The copy for 
these windows was changed to “Something 
to Please the Boys.” This twist of a popu- 
lar phrase is sure-fire when used smartly. 
“Venus Pink” was the featured color in both 
displays. Campbell’s theme for other win- 
dows was “It’s a Spring Coat Story.” “Right 
you are in the long-lived fitted coat com- 
posed in unmistakable feminine lines.” Car- 
son’s displays usually are divided, but these 
were open or as one window. Tulips, lilacs 
and forsythia in pots placed before screens 
gave this series its decorative spring note 

Campbell also gave over five windows to 
the Red Cross, showing Nurses Aides 
Motor Corps, outdoor overseas worker, home 
worker, and Gray Lady. . . . each window 
showing mannequins uniformed appropriate: 
ly; large cutout of a nurse was on eaci 


background. This cutout was a montage 0 
photographs showing the duties of eat 
kind of Red Cross work—a clever way 


highlight this important work ... and a 
idea anyone can adopt. ; 

Howard Oehler, at Wieboldt’s, presente 
a dramatic fabric showing featuring printec 
fabrics from California. His pattern cot 
struction, as noted in the photograph, wa 
a simple and effective one. The state 
California was a cutout used as a floo 
piece and a card. The two modern palm 
trees and the large papier mache mask ga 
a fine finishing touch to this promotion. 





Propst Leaves Army 
After Nine Months 

Robert Propst, formerly display man 
for Schindel’s, Perth Amboy, N. J., has beet 
given a medical discharge from the U. » 
Army after nine months in uniforn 


ager 
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ior Annual Father's Day Contest 
Conducted By Shulton 


art- Shulton, Inc., is conducting its sixth an- H d f PAN AMERICAN 
: : Ss d = 

ind nual window display contest on “Early ea quarters or 

: American Old Spice” men’s toiletries for IS L 


Father’s day. This year prizes will be in 
et- War Bonds totaling $2,050. Rules govern- 









\'s ing the contest will follow those of former 
: years. Equal prizes will be awarded in each 
Icke of two groups: Classification No. 1, depart- ERIAL 
‘tort ment stores and specialty shops; Classifi- 
etail cation No. 2, drug stores. Equal prizes 
nds. will be awarded for each classification, as 
-OPY; follows: first prize, $400 War Bond; second Yucca stems, Kenthia palm leaves, 
S an prize, $250 War Bond; third prize, $125 War i 
‘vent Bond; and ten fourth prizes of $25 War straw and bamboo novelties — 
/ Bonds each. A $5 credit at retail of “Early these are only a few of our wide 
Hout American Old Spice” toiletries will be 
1 for awarded each store sending in a window selection of gay, colorful materials 
i photograph. Ja for those Pan-American and other 
er 18 This year’s theme of Shulton’s contest is 
he: “For Father .. . the Skipper of the Family,” ROUND MAT tropical displays you will use so 
t. it symbolizing the father guiding the destiny No. ND-97—A very large round mat, being : . 
3S. of his country and his home. Contest pho- =. moat in es Suitable for wall frequently this year. Write today 
tographs must be postmarked not later than ein nia welinis aloe $7.50 for your copy of our big, free 
midnight, July 1, 1944, and winners will be No. ND-96—An attractive floor cover or 
announced on or before August 1. ra ong nig —— to BES shove catalogue. 
Broadsides on the Father’s day promotion Each chiceel ety amnsitaks $3.50 
d ta- are being mailed to retailers in April. These 
cp broadsides offer free dealer material which 
AmIng includes counter cards; “As Seen in Life” 
able. cards; a streamer banner for window use; GIANT MEXICAN BEACH HAT 
es the “Old Spice” men’s line leaflets and state- _~ pone ag ite sep Ben — 
ment enclosures; and a co-operative news- leaf hand-braided strips which are sewn 
time- paper mat sheet. In addition, Shulton is ee. = ag Hg bag oi 
oduc- offering to dealers a full color dimensional 60 inches. Each $7.50 
1 two counter display; this may be used through- 
by lor out the year as well as for Father’s day, 
ething making it a practical and outstanding dealer 
popu- help. ANNAN 
nartly. 







bd Irma Ericsson, advertising manager of 
n both Shulton, is the contest manager. Judges 























“Rich Me RC. Kash, editor, DISPLAY XY 

Right WORLD; Elmer Sheets, editor of Beauty \ ANN 
t com Fashion; L. G. Wesley, account executive Ne \ 

; ar at The Wesley Associates. \ AY aw 
t these AN \\ 

‘ \ \ 
, lilacs KN \\ 

\ 

screens 
ion Paper Sculpture Department 
ows to Established By Select PALM LEAF RAINCOATS 

Aides The Select Flower & Display Company, No. ND-157—Palm leaves in layers make a raincoat 
r, home 149 West Twenty-fourth street, New York which is worn by the natives of Mexico and Central 
" .s P p sn America. The leaves are about 20 in. long. May be 
window City, announces that Marie Witt has been used to make thatched roofs, walls of a thatched hut, 

iate- appointe “red Q aw line 7 5445 as a floor mat or in place of corrugated awnings. 
ypriate ppointed to create a new line of “unusual Also may be cut. acest inte sumaller sections. Geer 
yn each crepe paper sculpture products. Miss Witt all size 40 in. wide by 40 in. long. 3 50 
tage off has won recognition during the past eight Per dozen, $35.00. Each : 
yf each years for her creations for department 
way to stores throughout the country. A staff of 
and af hiteen will assist her in a specially created 

and modernly equipped part of the Select 

resented quarters. Her first line will be a spring MEXICAN MAT 
printed collection of vegetables, and other subjects No. ND-153—Heavy weave mat in a diag- 
- f- now } “ti are f a oie onal pattern. Average width of each weave 
rn con Bap production are fall items such as is one inch. Overall size 44 ft. by 6 ft. 
ph, was squirrels, owls and many other novelties. with non-raveling edges. $4 25 
state 0! This line is distributed to jobbers in the Each 2 





a floor display field by Maharam Fabric Cor- 
rn palm Poration, 


isk gave , DISPLAY DESIGNERS — MANUFACTURERS — IMPORTERS — DISTRIBUTORS 





tion. 
ge ARRISON-WAGNE 
By Botanical = * 
A number of Chicago displaymen gathered | 
manage! . ~ showrooms of Botanical Decorative 1627 LOCUST ST. ST LOUIS 3, MO. 
as beim ““PPly Company, 325 West Madison street, 
ed Chicago. mt evening of March 15 to enjoy (Chicago Showrooms: 20 East Congress St.) 


another 





of the firm’s open house events. 

















ILLUSTRATED CATAL 


AND PRICE 
LIST 


Flags of Allied na- 
tions, individually 
and in matched 
sets — all sizes. 
Write for our 
prices today. 









All types of flags for window 
and store display purposes. 
Immediate deliveries in all 
and materials — gros- 
grain rayon, taffeta, and 
standard bunting. Also, spe- 
cial sizes and types made to 
Send today for 


| 
OGUE| 


sizes 





order. 


f 


REGALIA MFG. CO., Dept. 64, Rock Island, Ill. 
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Fixture Catalogue Issued 
By California Firm 


A surprisingly large variety of display fix- 
tures, counter equipment and the like is pre- 
sented in a new forty-eight-page catalogue 
just issued by Hurum E. Reeve Company, 
2220 South Grand avenue, Los Angeles. The 
equipment featured includes perforated metal 
counter tops or shams, glass division hold- 
ers, counter bin equipment, counter glass, 
over-counter displayers, racks and display 
standards, special displayers, ticket holders, 
etc. Copies are available on request. 








We invite DISPLAY WORLD read- 
ers to make frequent use of the 
Service Bureau for information on re- 
sources for all types of display mate- 
rial and equipment from air brushes 
to zebras (stuffed), or for general con- 
sultation on display problems. No 
charge is made for this service, of 
course. See page 52 for further details. 


odd 


spaces, etc. 


Inexpensive. 
free samples. 


65 N. 6th St. 











Used by leading stores. 
needed. Can be reused many times. 
Send for catalogue and 


SPRINKLE 
COLOR and APPEAL 


Around Your Window Displays 


Latest Spring colors in WOOD 
FLAKES — KUBES — CHIPS — 
SHREDDED FIBRE — SNOW 
WHITE KUBES — WHITE 
CRYSTAL SAND — STONES — 
CORK — TANBARK — ETC. 


Produced in yellow, pink, chartreuse, 
green, magenta, turquoise, blue, red, 
brown and other standard colors. Good 
for open areas, around tree trunks, posts, 
Prompt 


shipments. 
No priorities 


NATIONAL SAWDUST CO. 


Display Dept. 
Brooklyn, N. Y. 














TRADE PERSONALITIES no.13 


By TONY BRINKER 
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PC. MILE€O AAS BEEN IN 
BUSINGSS FOR WIMSELF FOR 
34 YGARS «... MAKING WGK 
GRADE MANNEQUINS... THE 
LAST TEN YEARS IN WIS 
PRESENT LOCATION— ALL 
TOLO WE WAS BEEN IW THE 
MANNEQUIN MANUFACTURING 
BusinsSs ie CAST 44 YEARS 
1D WAS AN OUTSTARDING i 
REPUTATION IN THE FIELD ™ 


WE WAS BORN IN NAPLES, 
WTALY, COMING ro THE GNiTED 
STATES IN 1892 — WE WAS 


SPECIALIZED IN OUTST 

WAXK FIGVRES FOR iA 
AND MUSEUMS — Ge es 
GENERAL MANAGER , TIEN 
WHEN VAN BUREN Diep HE 
“OOK OVER XE Business 
VROER MILEO’S OWN NAME 


PC. 


P. C. MILEO COMPARY, 
NEW YORK City 


*~. c's” cher DESIRG 1S — A SPEEDY, VICTORIOUS 
© Fon TUS UNITED HATIONS $b TWAT AMERICA 
ORS RETURN XO 
*LANO OF GOLDEN OPPORTUNITIES # pf Pg 


Perc 
CAN ONC 

——~ LIKE 
FISH AND MENTIONS OTHER HOBBIES WiicH 
ARG PRIZE FIGHTS, BICYCLE AND MARATHON RACES 
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War Bonds Offered 
In Baseball Contest 


With the part baseball plays in checking 
juvenile delinquency for a central theme, 
National Baseball week again will be ob- 
served, April 1-8, inclusive, it is announced 
by J. G. Taylor Spink, publisher of The 
Sporting Goods Dealer, St. Louis. A $100 
War Bond is top award in the display con- 
test which accompanies the event. 

Participants are also expected to feature 
the part baseball is playing in the wartime 
picture as a means of physical fitness, in- 
dustrial recreation and helping the morale 
of servicemen and civilians alike. 

Any retailer of sporting goods is eligible. 
The rules are simple, displaymen being re- 
quired only to use the words “National 
Baseball Week” in their displays and to 
send photographs to The Sporting Goods 
Dealer, 10th and Olive streets, St. Louis 1. 

J. A. Hybarger, Leonard’s Department 
Store, Fort Worth, Texas, won last year’s 
display contest. 





"Food Fights For Freedom" 
ls April OWI Theme 


The Office of War Information is request- 
ing retailers to feature “Food Fights for 
Freedom” as the theme of their government 
displays and advertising during April. The 
principal campaign is to be on Victory gar- 
dens, starting April 1 and _ continuing 
through the 15th; suggested slogan, “Plant 
the seeds of Victory.” 

It is urged that all retailers use in their 
window displays the official Victory garden 
poster, which is full color, 22 by 28 inches 
in size. The poster will be distributed to 
stores on or before March 25 by the Boy 
Scouts. 





Window Guide Issued 
By Sherman 

Some helpful answers to the constant 
problem of window and interior displays 
will be found in a new guide issued by 
Sherman Paper Products Corporation. It 
contains sections in full color showing dis- 
play-size pictorials, valances and continuous 
roll designs, as well as a wide variety of 
corrugated and seamless papers. Copies of 
this new guide are available without charge 
irom Sherman Paper Products Corporation, 
Newton Upper Falls, Mass. 





Morgan Company, Chicago, 

Buys "Line-O-Scribe" 

_Announcement is made by The Morgan 
Lompany, 3966 Avondale avenue, Chicago 41, 
that the firm is now the owner and manu- 
facturer of “Line-O-Scribe” showcard ma- 
chines, having purchased that company a 
short time ago. 





Babb Leaves For Army; 
Succeeded By Price 

Ray Babb, display manager for the Quack- 
enbush ( ompany, Paterson, N. J., is enter- 
ing the army and will be succeeded in the 
Position by Leo Price, for the past ten years 
. charge of display for Cleland & Simpson 
ompany, Scranton. 
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Just as war tests the strength, valor, and might of a nation, 
so does it test the quality of a product and improve the trust 
that can be placed in its maker's name. 


For over 40 years Reflector-Hardware Corporation has proved 
its dependability, and RHC METAL MERCHANDISING EQUIP- 
MENT is now dramatically standing the test of time in thousands 
of leading stores throughout the country. 


For your post war program you will find RHC and its 
equipment as ‘Dependable as Time!'’ Our merchandising 
department will be pleased to assist you. WRITE US NOW! 


A 


METAL MERCHANDISING EQUIPMENT 


\ 


CHICAGO 8, ILL. 








4\ 


REFLECTOR-HARDWARE CORPORATION 


GEN. OFFICES & FACTORY: WESTERN AVENUE AT 22nd PLACE, 

















RAISED LETTERS 
A DISPLAY NECESSITY 
CORK LETTERS 
POSTER BOARD LETTERS 
FELT LETTERS 
METTALLO BOARD LETTERS 
CORRUGATED PAPER LETTERS 


Eight Styles to Choose From 
Sizes from 14” to 9” 


Immediate Delivery 


FELT LETTER STUDIOS 


MANUFACTURERS 
226 S. Wabash Ave. Chicago 4, IIl. 











RIBBONS 
by 
TAFFEL 


Send for Free Booklet 
TAFFEL BROS., INC. 


95 Madison Ave., New York 

































WOVEN-WOOD 
BACKGROUNDS 








These flexible lightweight screens are 
ideal for window display backgrounds 
and have become very popular. Many 
arrangements are possible with these 
adaptable units, producing many attrac- 
tive effects. 

Standard colors: Natural or Walnut. 
3 feet to 10 feet high, 7 feet wide. Only 
30 cents per square foot. For example, 
a 5x7-foot panel costs only $10.50. Also 
available in beautiful lacquered finishes 
at slightly higher prices. 

We also carry a complete line 

of tropical bamboo products 

such as Poles, Screens, Novel- 
ties and Matting. 


TROPILRAFT 


535 Sutter St., San Francisco 2, Calif. 


HARD TO GET? 


— WRITE US— 


SIGN, SHOWCARD and 
ARTISTS’ MATERIALS 
DISPLAY GOODS 
H. T. HERBERT CO. 


33 W. 46th St., New York 19, N. Y. 























Latest Style WIGS 


ALL TYPES 


FOR MANNEQUINS 
Also Complete Line of Wiggers Supplies 


AT POPULAR PRICES 
ARRANJAYS WIG CO., 3.W7S3,20".8% 


Telephone Chelsea 3-834] 











145 to 151 | 
W. 18th St. 


PANEAT Tag! 
aa New York 


ar », | 
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—The Army-Navy "E" flag for excellence of production of war materials being presented to 
the L. A. Darling Company, Bronson, Mich. From left to right, Commander William C. Butler, 
Jr., U. S. Navy; Trowbridge H. Stanley, president of L. A. Darling; Richard T. Archbold, vice- 


president; Lt. Col. E. V. Stewart, American Air Forces. . 


. . The event was made the occasion 


for a special 8-page section in the Coldwater, Mich., “Daily Reporter'— 








Manufacturers 
of 
Wood Letters 











@Please Mention DISPLAY WORLD When 
Writing Advertisers | 


Labor-Management Displays 
Feature Washington Show 

The teamwork of labor and management 
was hailed in Washington at an exposition 
opening March 3 under the sponsorship of 
the War Production Board. During the week 
of the showing, dramatic exhibits, dioramas, 
and motion pictures informed the public on 
how labor-management cooperation is keep- 
ing supplies rolling to the world battle 
fronts. Besides the WPB and the Depart- 
ment of Commerce, several other govern- 
ment agencies were represented by displays. 





Malloy Helps Restore 
San Antonio Club 


Guy H. Malloy, display director of Nei- 
man-Marcus Company, Dallas, and presi- 
dent of the new Southern Display Associa- 
tion, on March 6 was the guest of Elmore 
Rice, Frost Brothers, San Antonio, to assist 
in a revival of the display club of that city. 
Rice was elected a director of the S. D. A. 
in absentia at the recent organization meet- 
ing. A feature of the San Antonio meeting 
was to honor Hugh McWilliams, The 
Vogue, who will soon enter the navy. 


Tie Fabrics Association 
Sponsors Display Contest 

The Tie Fabrics Association, 432 Fourth 
avenue, New York City, has announced a 
nation-wide display contest to be held in 
connection with Father’s day. The judging 
committee will be made up of editors of 
business papers in the men’s wear fields, and 
their names will be announced later. The 
contest is open to all display managers. 
Prizes will consist of War Bonds, with $200 
to the winner and $100 to the runner-up. 

The neckwear shown in displays entered 
in the contest must be made of materials 
manufactured by members of the associa- 





tion, and it is explained that since approxi- 
mately 95 per cent of all makers of tie 
fabrics belong to the organization, practi- 
cally every retailer will have ties made of 
such material. The committee also urges 
that each display use the official Father's 
day poster. 


Max Mayer Returns 
From The South 

Max S. Mayer, vice-president, The Gren- 
eker Corporation, has returned to New York 
from a well-earned rest in Mexico, Cuba, 
and Florida. He writes: “I had a most en- 
joyable trip and made many new acquaint- 
ances and contacts with important stores 

Mexico is still a long way behind as 
far as window displays are concerned, but 
I think it has possibilities. It might inter- 
est you to know that I saw DISPLAY 
WORLD in both Mexico and Cuba. 

“On my return to the States I stopped 
over in Florida for about ten days where ! 
had a wonderful rest and spent a great dea! 
of time with our mutual friend Harry East- 
ham, of Burdine’s, Miami. We took a num- 
ber of photographs and if they come out all 
right I will send you a few prints.” 

Max joined The Greneker Corporation 
several years ago as sales representative 
then was made sales manager, and just re 
cently was promoted to the vice-president 
Schack's Makes Addition 
To Floor Space 

Shack’s, Inc., Chicago, has added anothe! 
floor at the firm’s headquarters at 319 We* 
Van Buren street; the newly acquired spa“ 
provides 15,000 square feet extra manufac 
turing room. 

Schack’s has also announced that Jame 
Logan henceforth will represent the firm # 
salesman in Milwaukee and the surrout® 
ing territory. 
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THINK THIS OVER 
[Continued from page 16] 

doing his bit at a war plant at night. A 
large beam carried by a giant crane slipped 
and crushed his foot. He is recovering 
at his home and is anxious to get back in 
display after serving with Schuster’s for 
fourteen years. . . . The chocolate Easter 
bunny is not going to be around this year. 
Cocoa shortages is the reason. . . . Paul 
Greenawalt, formerly with L. A. Darling 
Company, has been transferred from Camp 
Farragut to a Chicago Radio School... . 
Wally Kramer has been transferred from 
West Virginia to Pittsburgh, Calif. 

Ray Christman, Sears’ 62nd and Western 
store, Chicago, is now in a blue uniform. 
.. Andy Kopp has been released from the 
army and is back in Chicago. ... Bill Elli- 
son, formerly with Dazian’s and now in the 
army, Was a recent visitor in the Windy 
City. . Carl Johnson, Hess Brothers, 
Rockford, Ill., is in the Medical Corps and 
has been transferred from Indianapolis to 
California. . . . The draft is digging into 
all the nooks and corners of the display 
field... . Fred Hartman, display manager, 
J. C. Penney, South Bend, passed the tests 
with flying colors and is now in the navy. 
... Lester Moorhead, formerly with Sears’, 
South Bend, is now a radio operator on a 
B-17 bomber. . .. Back to Milwaukee again, 
to thank Frank Phelps, Schuster’s, for driv- 
ing us to the train after the meeting. .. . 
And now .I move from the typewriter in the 
den to the dining room table. Here all my 
tax sheets are laid out with numerous 
newspapers telling me how simple it is to 
fill out the income tax form. If I’m not 
around next month, blame it on the Treas- 
ury. 





COTTON WEEK... 
COMING UPI 


[Continued from page 20] 


will probably be smaller than usual, a num- 
ber of stores have managed to obtain 
enough to take care of their regular trade. 
Housekeeping cottons such as sheets and 
towels are not in liberal supply but a num- 
ber of stores have enough on hand for pres- 
entations. In all instances, stores will cou- 
ple presentations with pleas to consumers 
to buy only what they actually need for 
immediate use. 

The slogan for the event is “First in War 
—First in Peace.” Red, white, and blue 
posters bearing a patriotic design and carry- 
ing this slogan will be distributed to the 
nation’s retail stores. Also to be distrib- 
uted late next month will be “Cotton Week 
News,” containing much information as to 
displays, together with a listing of sources 
of special exhibit materials. 





Display Firm Closes; 
Partners Enter Service 

The firm of Bensch-Howatt Displays, 239 
East 27th street, New York City, has been 
Closed for the duration, with both partners 
going into the armed services. Organized 
Pi years ago, the company specialized in 
‘splay construction work for New York 
‘tores and during the past year did consid- 
‘rable work for the army and navy. 
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smarter display job. 


39 West 37th St. 





DISPLAY 


THE RETAILER’S 
BEST SALES MEDIUM 


It has been gratifying to note the greater importance 
given to display by America’s foremost merchants. This 
is proven by the fact that display is receiving a greater 


share of the store’s advertising budget. 


Displaymen are alert to the new responsibility which 
this places upon them, and it is to their credit that in 


spite of material shortages they are constantly doing a 


And we are happy to be able to supply the display prop- 
erties which make this fine display program possible. We 
shall always assemble for displaymen the finest display 


fixtures, mannequins and accessories the country affords. 


NAT SIEGEL 
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SEA SHELLS 


for DRAMATIC EFFECTS 


Different varieties and sizes for display 
purposes, ranging in size from the small- 
est to the largest. Star Fish, Sea Fans, 
Sea Feathers, etc. Largest collection in 
America imported from all over the world. 


SHELLCRAFT NOVELTY CO. 








33 E. 17th St. New York City 











NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets, overnight without removing 
from the floor. @Perfect for use with air-gun or 
re-coloring Draperies. @All colors and black. 


For complete information and sample (color 
selected should be same as in present carpet, 
or darker) write 


HELMS CHEMICAL COMPANY 


1014 N. Harlem Ave. River Forest, Ill. 














Please Mention DISPLAY WORLD When Writing Advertisers » 
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EFFECT OF LEATHER 


.. Price of Paper 


WITH 











A CLOPAY 
PRODUCT. 






Backgrounds---Covering---Lining 


Almost no limit to the display uses for versatile 
COVERAY. It has the luxurious appearance of 
costly embossed leather yet costs only $1.75 to $2.25 
for 4-ft. x 25-ft. rolls. What's more, it’s grease 
proof, stain-resistant and 100% washable. Other 
CLOPAY display papers provide almost unlimited 
variety of expensive looking decorative effects at 
cost of paper. Write for samples. 


1629 LOCUST ST. ST. LOUIS, MO. 








SPRING 
IS NEAR 








HEN the season 

prompts apparel 
buying and new styles 
appear, make the gar- 
ments you display 
doubly attractive, pro- 
duce sales by display- 
ing on 


MILEO 
MANNEQUINS 


Come in or write 
for photographs 


P. C. MILEO 


7 WEST 36th ST. 
NEW YORK, N. Y. 





Y 105 Jr. 


Just off 
Fifth Avenue 




















USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$3.00 Per Column Inch — CASH WITH ORDER 
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CONDENSED PRINCIPLES 
OF CARD LAYOUT 
[Continued from page 15] 
heavy, and even ancient Greeks knew of this 
optical illusion. They know that to look 
properly centered, a center slightly above 
the mechanical center should be used. 

No. 4.—This card is centered correctly. 
You will notice that the top margin is 
slightly greater than the side margins and 
the bottom margin is slightly greater than 
the top. It is estimated that the optical 
center is about 5 per cent higher than the 
actual center. The card is now taking on a 
finished appearance. At a glance, without 
reading the copy, the card looks neat, clean 
and well-balanced. It has a pleasing effect 
on the mind. There are no clashing factors 
but, rather, it looks like a harmonious unit. 
The fly in the ointment is in the story that 
is left in our minds after reading the copy. 
A definite mental effort is required to un- 
derstand the story presented. It may be 
harder to notice the effort required inasmuch 
as we have been working with this copy and 
already know what it is. I believe, though, 
that you recognize the slight confusion cre- 
ated by that copy arrangement. We subcon- 
sciously resent the mental effort required 
to get the correct story. Everyone’s mind 
is lazy. That’s why we pass by the financial 
page in the newspaper so quickly. It pre- 
sents too much cause for mental effort. After 
reading this copy once, we are quite likely 
to remember the $3 better than the 75 cents. 
The last thing we read is usually the thing 
we remember best. It is apparent that the 
copy arrangement can be improved. 

No. 5.—There is some improvement in 
copy arrangement here. It is not quite as 
hard to read and it does not require quite 
as much effort to get the story by reading 
the copy. The words “$3.00 value” strike a 
familiar note. When we read value on a 
sign we expect to find a bargain. Our expe- 
rience in reading other signs and ads has 
taught us that. It creates a note of interest. 
When we have finished the copy we re- 
member that 75-cent price. Having asso- 
ciated $3.00 value with the other copy, we 
know without great mental effort that 75 
cents is much less than the value we had 
associated with the copy, whether or not we 
remember the actual $3. This card reads 
well, but you must read the entire card 
before you know whether there is anything 
of particular interest to you on the card. 
Once again we are losing a percentage of 
readers through mental laziness. We want 
to get as many readers as possible, so an- 
other change is indicated. 

No. 6.—Emphasizing the subject of the 
card will help get more readers. Persons 
who see a display of books and are inter- 
ested in fiction but not in other works will 
more easily see that this is the type book 
in which they are interested. At a glance 
they know that these books are fiction, not 
histories or biographies or any of the other 
types in which they are not interested. 

We have further cut down the mental 
effort required of the reader. Price is al- 
ways important to a buyer or prospective 


buyer. Whether he is interested in anything 


else the sign might say, he is interested in 
the price. 
last 


We now have the price not only 
on the card so that he will be sure 
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to remember it, but largest so that he will 
be impressed by it. A comparatively small 
price seems to suggest that the seller thinks 
it is high and would like to hide it. ‘ihe 
card is good, but it still can be improved 

No. 7.—In this card we have grouped the 
ideas. Further segregation and grouping 
of ideas makes them more legible and faster 
to read. Notice the added white space be- 
tween the heavy title line and the small 
copy fear it. That white space makes the 
title line stand out more strongly, as if it 
were placed on a pedestal. The middle de- 
scriptive copy, being one idea, is made more 
quickly legible by being blocked into one 
unit. The eye and mind know automatically 
where the idea starts and where it ends, 
without stumbling into the adjacent copy. 
The additional white space between this 
copy and the price not only telegraphs the 
end of the copy-block, but emphasizes the 
price through segregation. 





MILWAUKEE DISPLAY CLUB 

[Continued from page 18] 
window and the type merchandise it dis- 
plays. Members interested in shop work 
congregate around a table at which Dave 
Ostlund, The Boston Store, presides. Still 
others may join Edwin Wussow, Schuster’s, 
at another table to discuss personnel prob- 
lems. 

R. C. Kash, editor of DISPLAY WORLD, 
was the guest speaker at the meeting on 
February 22. His subject was “The Future 
of Display As a Profession.” In his talk 
Kash spoke of the conditions which are the 
determining factors in display’s future. The 
“external conditions” mentioned were: the 
continued buying power after the war, the 
vast changes to be brought about in market- 
ing conditions due to unprecedented airplane 
travel, the acceptance of television-display 
by retailers, the future “cross-roads stores” 
and the many new display materials that 
will be available after the war. 

The “internal conditions” were then pre- 
sented, and first and foremost was men- 
tioned the need for much display research. 
He also spoke on the need for vigilance to 
see that nothing endangers the increasingly 
favorable position of display, the establish- 
ment of certain standards in the profession, 
the progress towards an affiliation with a 
major retailing association, and the working 
towards a common goal of display achieve- 
ment and sounder recognition. 

Kash’s fine speech was thoroughly et- 
joyed and appreciated by all present. _ 

After Kash’s talk, Clarence Picard, pres'- 
dent of the club, announced that the life-size 
statue which is being presented to the Bo) 
Scouts of Milwaukee county by the Milwau- 
kee Display Club would be unveiled at In 
dian Mound, the national Boy Scout camp 
at Oconomowoc, Wis., on July 4. The statue 
is being presented to the Scouts for theil 
untiring efforts in the distribution of gov 
ernment posters in conjunction with the Vie- 
tory Display Committee. The sculpturing 
is being done by Orin Larsen, display mat 
ager of Gimbel’s, and the casting and com 
pletion by various craftsmen of the club 
The idea was originated by Picard, who % 
very active in Boy Scout activities. 

Another interesting feature of the club Is 
the membership committee. Dave Seelig. ® 
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Princess Pat, is the newly appointed chair- 
man for 1944, assisted by A. T. Milbank 
and George Schumacher. It has been the 
duty of this committee to contact all dis- 
playmen and displaywomen in the city and 
to encourage them to become members of 
the club. The committee also checks the 
attendance records at each meeting and if 
a member is absent several times a personal 
contact is made to determine the reason. 

At each meeting Dave Ostlund reports on 
national and civic projects such as War 
Loans, Red Cross drives, army and navy 
recruiting, etc., so that members have ad- 
vance information and plan their window 
space accordingly. 

Among those present from out of town at 
this meeting were Frank G. Bingham, Rob- 
ertson Brothers, South Bend; John Sullivan, 
Chicago representative of Jas. B. Williams, 
Inc.; Charles Cohen, Colonial Decorative 
Display Company, and Jack Cameron, Chi- 
cago. 

The Milwaukee Display Club extends an 
invitation to all display people and manu- 
facturers to attend the meetings, which are 
held on the third Tuesday of each month. 
Advance notices of meetings will be sent on 
request to all who wish to attend. 





SOUTHERN GROUP FORMS 
ASSOCIATION 
[Continued from page 24] 
Booth, Lowenstein’s, Memphis; J. P. North- 
rup, Bradley’s, St. Petersburg; Elmore Rice, 
Frost Brothers, San Antonio; J. D. Wil- 
liams, The Fashion, Shreveport; John Sor- 
enson, Battlestein’s, Houston; W. W. Yea- 
ger, E. M. Kahn & Co., Dallas. 

A resolution of thanks was passed in trib- 
ute to the Dallas Retail Merchants Asso- 
ciation, local merchants who contributed to 
cover the expense of the meeting, the Dallas 
displaymen who undertook the arrange- 
ments, and to local display factors for their 
hospitality. 

Dallas retail firms which helped bear the 
expenses were Dreyfuss & Son; Volk Broth- 
ers; Sears, Roebuck & Co.; Titche-Goettin- 
ger & Co.; W. A. Green Company; Rey- 
nolds-Penland Company; La Mode; Linz 
Brothers; E. M. Kahn Company; James K. 
Wilson’s; Paul’s Shoes, Inc.; A. Harris 
Company, and Neiman-Marcus. 

Included on the agenda was a cocktail 
party, tendered by Marshall E. Moody on 
the first evening, followed by entertainment 
later in the evening through the courtesy of 
Southwest Fixture Company. The Dallas 
committee provided a luncheon, and a din- 
ner-dance was given by Standard Fixture 


Company at the Adolphus on the night of 
February 14, 





Theme of Display Contest 
ls "Peacetime Jobs" 

Furniture, department stores, and gas 
fange dealers will compete for War Bonds 
a8 prizes in a display contest built around 
‘he poster of the “CP Gas Range Business 
Suilding Plan.” First prize is a $50 bond, 
second one for $25, and there will be five 
‘onorable mentions. Details can be obtained 
‘tom CP Gas Range Division, Association 
% Gas Appliance & Equipment Manufac- 
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Takin SSSo4 
in its Les 


Transport Gliders 


and HANSEN 285s TACKERS 


WHEN thousands of display men stepped out of their windows and into uniform, 
Hansen Tackers went into war service. 





And like those former display men, these 
units are now serving the war effort—in army, navy, production, ordnance, and ship- 
ping. And once again these display men step back into their windows, Hansen 
Tackers will be with them—saving them steps, time, materials, effort. 














‘urers, 60 East 42nd street, New York 17. 





IN YOUR DISPLAYS 


... CRYSTAL BEADS ... 
... DIAMOND DUST... 
... GLASS TINGEELS.... 


It's the added accent on color that helps give your displays an 
extra attraction value and sales appeal. The Glass Tinsels 
available in Silver, Gold, Red, Blue, Green and Black can be 
applied to any surface and make it come alive with color and 
light. Diamond Dust and Beads when sprinkled over any 
color, reflects the color and gives it sparkling depth and 
brilliance. 


Send today for samples 
and full information. 


EDWARD C. BALLOU CO. 


6 VARICK STREET NEW YORK 13, N. Y. 

















LOOKING 
AHEAD? 


These days it's wise to plan in 
advance . . . to make your 
Summer Display purchases early 
. .. to arrange now to attend 
the N. Y. Market Week, June 
26th-30th. 
















Birch Poles 


eCEDAR BARK 
eCEDAR SLABS 
eCEDAR POLES 


eRUSTIC & BIRCH 
DISPLAYS 


*RUSTIC FURNITURE 


RUSTIC FURNITURE 


CO., Inc. 
Williamstown, N. J. 

















WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 
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I just received a “V”-mail letter dated 
January 29 from my son Earl, who is in 
Italy, and I think it will interest you. You 
will have to get out your magnifying glass 
to make it out—C. O. Johnston, Linpark 
Clothes, Duluth. (The letter follows.) 

“Dear Dad: Received your package con- 
taining the things for my birthday, all of 
which were most welcome and arrived in- 
tact, thanks to the good packing. Saw Hum- 
phrey Bogart (in person) at a theatre a 
few days ago and tonight Joe E. Brown is 
here. So with Jack Benny and the others I 
seem to be rather lucky as far as entertain- 
ment stars from the States are concerned. 

. While on Cap Bon, in North Africa, 
things were quite different during an air- 
raid alert than now. We’d get our helmet, 
gas mask, and rifle and make for a fox-hole, 
while here there is comparatively nothing 
unusual whatever. 

“Remember some time ago I asked you to 
send some copies of DISPLAY WORLD— 
also to save them all for me and to be sure 
to continue my subscription? I’m still look- 
ing for them, as it’s one sure way to keep 
up on things if you aren’t fortunate enough 
to be able to do so personally. These Ital- 
ians might as well board up their windows 
for what use they make of them, but then 
again it may be due to war conditions—but 
it doesn’t seem possible. So send some more 
copies of the magazine in the next package, 
also be sure to save those received.” 


(Earl Johnston was formerly in charge of 
display for Sears, Roebuck & Co., Lansing, 
Mich.—Editor.) 


I like the idea of your new feature, “Your 
Column,” as a sort of readers’ forum, but 
I'll bet you won’t publish this letter because 
it puts you on the pan. In the first place, 
why do you keep on giving space each month 
to the so-called “activities” of the Inter- 
national Association of Display? You could 
use that page for something really impor- 
tant, instead of in the interests of a small 
organization with a big-sounding name. (I'd 
like to make a wager that they have fewer 
than 250 members—actual paid-up members 
I mean, not deadheads kept on the books 
just to make them look good.) 

Think it over. Why not use that space 
for small-town displays, for example; you 
never show any of the little fellows’ work, 
and some of it isn’t bad, considering what 
they have to work with—San Diego, Calif. 





Your page of personal snapshots of dis- 
play people I am sure will meet with favor 
from everyone, and I shall look forward to 
seeing it each month. Nice copy you had 
under my “mug,” but the fish were not 
muskies but Northern pike and taken on a 
15-pound test line, casting. ... If I find a 
picture of myself taken some years ago at 
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the Rideau, you'll see the finest string of 
5-pound small-mouth black bass you ever 
saw. ... But don’t get me started talking 
about fishing; I’m no different than any of 
the rest of the liars—Clement Kieffer, Jr., 
The Kleinhans Company, Buffalo. 





As a regular subscriber to DISPLAY 
WORLD, I note with great interest that you 
are desirous to receive news of displaymen, 
and I hope you will be interested to receive 
these photographs of windows I have dressed 
recently in the Birmingham store of Lewis’s, 





Ltd., where I am senior displayman. One 
The DISPLAY PARADE by Hoth 
st7 14 YEARS AGO AT THE 





HORNE WCTZAVEOR 


DISPLAY ARTIST, 
LEWISS LTP, 
BULL STREET, 





TEACHES DISPLAY 47 THE 





Ro’ AMINGTON SCHOOL 
ee NOP AO FOR (4 YEARS HE HAS WORKED 
IN THE OSPLA\ 
FIELD = VERY HAPPY Im THE” 


PPY Im THE 
DISPLAY DEPT. AT LEWIS'S 











of the photos shows a section of the won- 
derful exhibition “America Marches,” in 
collaboration with the Ministry of Infor- 
mation and the United States Office of War 
Information. This was held in the store in 
January, 1944. 


I am also enclosing a photograph of a 
cartoon of myself as drawn by H. Tranter, 
our artist, on the same idea as your “Dis- 
play Parade,” by Tony Brinker.—Horace N. 
Taylor, Lewis’s, Ltd., Birmingham, England. 





The February copy came two days ago. 
It was so interesting that I have read it 
clear through. The favorable comments about 
the January issue made we want one, so i! 
there are any copies left would you please 
send one to me? The remittance is et 
closed.—Pvt. Calvin Cottam, Co. D, Section 
18, ASTU, Pasadena. 





First of all I want to thank you for the 
information that you gave me and in helping 
me to get the group of paintings. I have 
used them in the display I was planning 0 
and it certainly proved a very great success 
I am sending you the lengthy item a loca 
paper ran about the window. — Joseph ! 
Denitz, Dobnoff’s, Allentown, Pa. 

(The group of paintings referred to wet 
of the heads of the United Nations, 4% 
the principal admirals, generals and othe! 
leaders of the various fighting torces~ 
Editor.) 
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f PAN-AMERICAN DISPLAYS 


. [Continued from page 7] 
g can be obtained from the Pan-American or e@ 
. Union, Washington, D. C. Some of the 


i. exhibits are furnished at the cost of trans- 


portation; others are available on a rental | t: All M t ] 
basis, plus transportation charges one way. as 1¢ = a 2 
Y The rental ranges from $10 to $75 for a 


4 
Lf Garment Hangers Skirt Hangers 
voll 7. or ie ine of Pan-American rm n n af n r 


day, or the display promotion of Latin- 
ed American merchandise, the situation is well 
summed up by John B. Glenn, president of 
the Pan-American Trust Company: “All of 
us find a decided attraction in the arts and 
‘ crafts of the Latin-American countries. They 
are colorful and appealing to all of us and 
7 particularly to the feminine element for 
personal adornment, and as works of art WA, 
and value for the home. Nothing is more NE 
conducive to international friendship than 
satisfactory trade relations, and all eyes are | N A L L C 0 L 0 R S ADJUSTABLE CLIPS 
now turned towards Latin-America as the d iF A 
most fertile field for increased trade after Name Your Color—We Have It To Fit Any Size Skirt 


this cruel war is over. ... In every way These beautiful hangers are made of Now you can fill your requirements 
that we can develop our trade relations we cellulose acetate, have non-slip notch to for these practical skirt hangers. They’re 
are cementing friendships for time to come, prevent garment falling from hanger, and a — rust-proof. The — on" 
and are doing exactly those things for which eee tei ta ei eins ol oti, Mie justable clips will fit any size skirt an 
we stand. We are also educating ourselves ee B i are guaranteed to hold garments se- 
and the younger generation to a better supply is limited, so order yours now. curely. Order an ample supply now. 


knowledge of our neighbors, their history 
and customs, and, as time goes on, we will i M M E D i AT — D E Li Vv E RY 


become more and more convinced that we 


are one great family of nations with differ- R MPANY IN 
ences only in individuals and _ customs, T « 


which, when fully understood, bring us 


ial IE diitceek cloccy teasthar.” 545 EIGHTH AVENUE NEW YORK, N. Y. 























Florist Pays Tribute 


, To Display y ° 
The following is reprinted from the cur- b So offedive and easy % ude: 


rent issue of the FTD News, official publi- 
cation of the well-known florists’ associa- ENG A 
ifor- tion: “We thank you for the honor of being 2 am Z \ Se ZS > 
‘ein 2 ° ° 
dows. If the florists all over the country a 4 
could realize that windows are the most 9 “ff 








chosen as prize winner for outstanding win- 

















of 4 @ lucrative advertising that can be done, I am 
ntef, sure they would use every effort in giving $445 - BIRD BATH PANEL 
‘Dis- prominence to that phase of our artistry .. . SIZE: 40 IN. WIDE, 72 IN. LONG 
e N. Philippine Gardner Meyer, Colonial Floral S444 - FARMLAND PANORAMA 
land. Shoppe, Dallas.” SIZE: 40 IN. WIDE, 15 FT. LONG 
THREE 60 IN. REPEATS TO ROLL 

ago EACH PROCESSED ON FLEXIBLE WHITE DISPLAY 

+ O MATERIAL IN COBALT, LT. BLUE, BROWN, PINK, 
ad it 5 , Cc MING UP! RED, YELLOW, LT. GREEN AND DK. GREEN. 
about t. Patrick’s Day—March 17. 

7 : e BUY THEM FROM YOUR WHOLESALER e 
so if Spring Begins—March 20. 
‘least J} National Baseball Week — April 1-8. THE REYBURN MFG. CO., INC. 
se army Day—April 6 PHILADELPHIA 32, PA. 
ection ; SHOWROOMS: CHICAGO AND NEW YORK 


Pan-American Day—April 14. 
National Boys and Girls Week—April 
29-May 6. 
yr the National Baby Week—April 30-May 6. 











— Moving Day—May 1. 

2 mm National Posture Week—May 1-6. 

ccess National Family Week—May 7-13. 

, Loca! National Music Week—May 7-14. 

eph . National Restaurant Week—May 8-14. 
es Mother’s Day—May 14. 

we National Cotton Week—May 15-20. 

‘other Straw Hat Day—May 15. 

rees— I Am an American Day—May 17. 

—, 



























ORDER THESE HELPFUL Metal 
DISPLAY SPECIALTIES TODAY! 


Easel Displayettes will be terrific for your 
Easter Greeting 
Card and Vic- 
tory Garden 
Seed Package 
displays. Also 
ideal holders for 
small, 4% and %4 
sheet signs. 












No. 19 STYLE 







Wo; 20x. —34" & 194...6006 $ 8 per C 
No. 19xx —34” x 214”........ $12 per C 
No. 19xxx—34" x 4”.......... $14 per C 












SPECIAL 3 size selection of 2 dozen 
sparkling, silver-like easels (Set in- 
cludes 1 dozen No. 19x, 24 dozen No. 
19xx, and 1; dozen No. 19xxx) for $2.80. 




















At the same time, send for a couple 
boxes of “All-Purpose” KING PINS. 











“UP-RIGHT” 
KING PINS 
No. 4x—%” $4 per C 
No. Jr. X—%” $3 per C 
“HOOK-IT” 
KING PINS 
No. 8—%” $4.50 per C 
KING PIN No. 9—%4” $3.50 per C 














Metal ‘Displays (0. of Chicago 


30 N. Lo Salle Strect Chicago, Ilinois 











OUR ENTIRE LINE OF 


MANNEQUINS 


NOW READY FOR 


Spring Delivery 


We consider our new lines of 
men’s, women’s and children’s 
mannequins the best we have 
ever produced, incorporating all 
popular features. The models 
are in keeping with modern dis- 
play tastes and the craftsman- 
ship is unexcelled. We are in 
position to accept orders placed 
now for prompt delivery to meet 
your spring display schedules. 


WOMEN’S, MEN’S AND 
CHILDREN’S MODELS 


































Write for Photos Today 


DISPLAY MANNEQUIN, Inc. 
257 West 17th Street © NEW YORK 


CHICAGO: Smiley & Co., 234 S. Franklin St. 


MONTREAL: Modern Display Fixtures, 
460 St. Catherine St., West. 

































DISPLAY WORLD 


Display Factor Celebrates 
Seventy-eighth Birthday 

On February 22, Harry T. Jones cele- 
brated his seventy-eighth birthday and his 
twenty-eighth anniversary with the firm of 
Adler-Jones Company, Chicago. Every mem- 
ber of the display organization remembered 
him with an appropriate greeting card. 

After ten years as display director for 
Mandel Brothers, Chicago, Jones and Joseph 
Adler organized the company which bears 
their name. That was back in 1916, and 
Jones spent the next decade as president 
of the organization. He spent much of his 
time in traveling through the Midwest, 
South, and Canada. In 1926 he retired, but 
returned to the company again in 1936, and 
has been there ever since. 





Williams Appointed 
Siegel Representative 

Nat Siegel, 39 West 37th street, New 
York City, has appointed J. D. Williams, 
Shreveport, La., as Southern sales repre- 
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SAVE TIME! SAVE LABOR! 


USE THESE 
SIZE DIVIDERS 


To Make Selling Quicker, Easier 














EVERY STORE NEEDS THEM 


Size control made easy at low cost. Two types, 
Round Lumarith (non-inflammable celluloid) for 
general store use. Cannot fall off rack. Becuti- 
ful in appearance. All sizes from 1 to 54. Actual 
size, 23," diamerter. White pressed cardboard 
for stock room use. The favorite for many years, 
All sizes from 12 to 50. Actual size, 10c 


12” high by 4” wide. Either style, each... 
NATIONAL HANGER CO. Inc. 


Immediate Delivery 








sentative. He replaces W. G. Shiell, who 545 EIGHTH AVENUE NEW YORK CITY 
died recently. 
THE DISPLAY PARADE NO. 59 By TONY BRINKER 
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Display News Notes 
From England 


Our correspondent in London writes: “An 
interesting display contest is being spon- 
sored by Olney Amsden & Sons, Ltd., of 
London, to publicize the theme ‘Make Do 
and Mend.’ First prize amounts to approxi- 
mately $200, net, in War Savings Certifi- 
cates, and the winner will hold a challenge 
cup valued at about $75 for one year as well 
as being presented with a small reproduc- 
tion. 

“The British Display Association met in 
January at Kingsway hall with some sixty 
members present. The provisional committee 
presented a proposed constitution and set of 
rules, which were adopted. An executive 
committee was appointed, also. 

‘With no sale windows with which to 
contend, London displays last month made 
a better showing than for some months 


past; there was a definite improvement in | 


merchandising and all-important finish that 
makes or mars display. Perhaps indicative 
of some conditions here is the fact that 
revisions are being made in the physical 
character of the windows at various stores. 
For example, at Galeries Lafayette, Regent 
street, two main windows have had glass 
put back, giving quite a prewar, or should 
one say ‘postwar,’ effect. The window space 
looks twice as big, and the amount of day- 
light now shed on displays is a great im- 
provement after peering into the former 
gloom. The action of this store’s manage- 
ment is farsighted; there’s sure to be a 





‘ 





frantic rush as soon as hostilities cease to | 


replace panes lost in the blitz. And it’s ob- 


vious that some firms may have to 
months for manpower and material. 
“One wonders if, in the last ten years, 


wait | 


famous Bond street has gone out sufficiently | 


for the ‘glamour angle’ as far as display 
is concerned. With its world-wide reputa- 
tion for smart and expensive merchandise, 
one feels that this ‘street of peacetime lux- 
ury’ falls short of the mark when it comes 
to the buying incentive that glamorous dis- 


plays can produce on those with money to | 


pay for such things. It is thought that a 
Bond Street Publicity Association might be 


| tormed to operate much the same as the 


Fifth Avenue Association, New York City, 
which keeps a watchful eye to see that 
displays in this famous street keep up with 
the high standard necessary to maintain 
Just this shoping incentive that Bond street 
lacks, 

“Reports reaching here are that Berlin 
retailers are operating—or attempting to op- 
trate—a new form of ‘shop’ from the re- 
mains of cellars and basements in the blitzed 
areas of the city. They at least have no 
window display problems !” 





Martin Takes Over 
At Halle's 


Following the resignation of Mrs. Arlene | 


Stafford Nichols as display 
Halle Brothers, Cleveland, the department 
's now headed by Harold Martin. Mrs. 
Nichols, as previously noted, has become 
interior display manager for The Ernst 
—_ Company, Detroit, where her husband, 
John C. Nichols, is display director. 


manager at | 
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BARNES, 


664 NORTH MICHIGAN AVENUE ¢ CHICAGO 11, ILLINOIS 






ee - 


4 
G: 


@ Could be you're knocking yourself out and aren't 
a-listening for the knock of opportunity. 

@ This is it—good old opportunity knocking right 
at your door—if you're a display designer who 
can draw—a man with on. creative ability 
and the urge to tackle bigger things. 

@ Department store, trade show and world’s fair 

experience chalk up on the credit side, but be 

ready to spread out in new fields —with a chance 
to put yourself down for big time recognition. 


@ The kind of salary you want and a new slant 
on the future. 


@ Yes! We will consider an exceptional gal. 
5 


REINECKE & REBHOLZ 

















The Closest You Can Come to 
SPRING Itself! 


EATON “VELVETY” 
GRASS MATS 


rich grass-green Eaton 
Mats capture the fresh spirit of 
Spring—give your displays 
important seasonal touch. 

expertly 
structed, velvety smooth, power- 
dyed for enduring brilliance. Fire- 
proofed and mildew-proof. 
Can be re-used many, 
today from 


Colorful, 





Grass Mats are 


in storage. 
many times. Order 
your display jobber. 


*Trade mark registered U. 5S. 


Patent Office 


EATON BROTHERS CORP. 





HAMBURG, 


NEW YORK 





THAYER & CHANDLER AIRBRUSH 


910 


BO > a a 
- * oar | 
Cn AC RN RI 


JS for Cata 


/ THAYER & CHANDLER 
CHICAGQO.ILL 





W. VAN BUREN ST., 


> ao 
609 $2 


> 





STAMPS and BONDS 


For Victory 


Buy U. S. War 





ME 


211 NORTH MORGAN STREET 


CHICAGO, ILL 
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WANTED 


window-trimmer, card 
man for large, 


Good sal- 


Combination 


writer and advertising 
progressive department store. 
ary, permanent position and advancement 
for person who qualifies. Please apply 
stating age, experience and draft status, 


and approximate salary desired. 


The Friedlander Corp. 


Moultrie, Ga. 








WINDOW DISPLAYMAN 


For women’s ready-to-wear store. Ex- 
cellent opportunity for man with expe- 
rience in window display and sign writ- 
ing. Knowledge of background making 
necessary. Reply giving references, age, 


and salary. 


DONENFELD’S, INC. 


Dayton, Ohio 








MANNEQUINS WANTED 
Wide awake jobber in the Southwest is 
interested in a good line of Mannequins 
and other Hot Display items and fabrics. 
Address “F, D.” 
Care DISPLAY WORLD 


We have an opportunity for a young man 
who perhaps has reached the peak in his 
present position and is interested in fur- 
thering his future with a Chicago organ- 
ization that is now engaged in a modern 
merchandising 
program. 
past experience and ability. 


DISPLAY ASSISTANT 


and postwar expansion 
Salary will be determined on 


Address “H. I.” 
Care DISPLAY WORLD 








DISPLAY MANAGER 
store in New 
No agency fee. 


York. 


Large department 
Substantial salary. 
RETAIL PERSONNEL BUREAU 

(Agency) 450 7th Ave., New York City 








WANTED 


Experienced window itrmmer and cardwriter. 
One with original ideas, capable of making own 
backgrounds. Will consider assistant window 
trimmer. Must be draft exempt. Permanent 
position. Write or call in person. 


PALAIS ROYAL 
Lafayette, Ind. 








DISPLAY MANAGER AND 
CARD WRITER 
A man with department store experience, 
qualified to do a high-class fashion oper- 
ation. 


THE EMPORIUM, Jackson, Miss. 














WANTED — DISPLAY MANAGER 
Thoroughly experienced; for store with 250 feet 
of windows. Men’s, women’s and children’s ap- 
parel. Excellent opportunity, attractive salary 
for right man. Give experience and refeernces. 

ARMSTRONG CLOTHING COMPANY 


Cedar Rapids, Iowa 
Attention: Robt. C. Armstrong 





WANTED 


Window displayman with car, capable of taking 


charge of three New England furniture stores 
within 50-mile radius. Send samples and de- 
scription of work, education and experience. 
Write— 


R. E. ARONHEIM 
1330 Main Street Springfield, Mass. 











COMPETENT ARTIST and DISPLAYMAN 
Desiring position on West Coast. Twelve years’ 
experience in theatrical and window display. 
Best references. Draft exempt. At present dis- 
play manager for chain of seventeen southern 
stores. Interested only in steady, postwar job 
at starting salary of $100 weekly. 


Address “E,. J.,” care DISPLAY WORLD 











FOR SALE 


A wonderful attraction for next Christmas, or 
promotion any season. Mechanical talking horse, 
complete with mechanism, amplifying system, 
and background. Excellent condition. Cheap. 
Write for details to: 
DISPLAY MANAGER, SCRANTON DRY 
GOODS COMPANY, Scranton, Pa. 








MARCH, 1944 






Barron-Anderson Names 


Contest Winners 

Prizes of $100, $50, and $25 have been 
awarded for first, second and third entries 
in the recent display contest sponsorec by 
Barron-Anderson, Boston. In the large store 
division, the contestants placed in the jol- 
lowing order: first, Charles E. Albright, 
Jacob Reed’s Sons, Philadelphia; second. G, 
M. Englert, McFarlin Clothing Company, 
Rochester, N. Y.; tied for third, F. G, 
Becker, Berry-Burke Company, Richmond; 
Walter Krysto, Jordan Marsh Company, 
Boston; Joseph Zettl, M. O’Neil Company, 
Akron, and ‘Lamont A. Ware, Watt & 
Shand, Lancaster, Pa. 

In the medium and small stores group: 
first, William D. Horton, The System Com- 
pany, Brockton, Mass.; second, A. Henry 
Montefusco, R. J. Macartney Company, 
Lawrence, Mass.; tied for third: Ralph K. 
Dunn, Allan’s, Jermyn, Pa.; Ray L. Wallick, 
Griffith-Smith Company, York, Pa.; E. R. 


















Eppel, Moberly & Klenner, Bloomington, 
Ill, and T. C. Webster, Talbot Clothing 





Company, Lowell, Mass. 

The contest was given an added touch of 
human interest through the fact that Wil- 
liam D. Horton received his hundred-dollar 
check on the same day that he received a 
bill for $100 to cover an emergency appen- 
dix operation on his son. 


















MANAGERS WANTED 


By Display Fixture Manufacturer 
Established Over Twenty Years 







On account of the recent death of a manager, 
and the owner’s plans of retiring, we have an 
unusual opportunity to offer men experienced in 
the designing or manufacturing of wood, metal 
or papier-mache display fixtures. All corre- 
spondence will be-~-kept strictly confidential 
Give full information of your experience. Mem- 
bers of this firm know of this ad. 


Address “C. H.” 


Care DISPLAY WORLD 






















DISPLAY LIRECTOR 
Desires voluntary change. His originality, in- 
dustry and ability to sell merchandise and pres 
tige vie window and interior display bas been 
thoroughly demonstrated during his 15 years 
experience with leading better type stores. 

Address ‘*B. G.” 

DISPLAY WORLD 










Care 

















Combination Advertising and Display Manager 






Long, successful record. Has an abundant flow 
of sound, fresh ideas, an alert merchandise and 
fashion sense, and a thorough understandiag 0! 


dramatic, sales-producing operation. Salary, $1W 


per week. 
Address “Z, ¥. 2." 
Care DISPLAY WORLD 

















| 
—— 








WANTED 
EXPERIENCED SALESMAN 
ARTIST’S MATERIALS 
Guaranteed Salary $70.00 
H. T. HERBERT CO. 
33 W. 46th St. New York City 19 





DISPLAYMEN, BE ARTISTS—Our exclusive 
Correspondence Course in the art of making 
Pictorial and Scenic Windowbackgrounds, Dio- 
ramas, Shadow Boxes, Cutouts, Posters, Cards, 
Accessories, etc., only FIVE DOLLARS to pro- 
fession, if you enroll NOW. Learn more, to earn 
more. Send tuition fee to The Enkeboll School 


of Arts, 5313-17 N. 27th Street, Omaha, Neb. 








ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common _ school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 2666 Chicago 





Home Study 
“LESSONS IN WINDOW DISPLAY” 


A low priced, practical and up-to-date course 
covering all phases of the subject. Of value to 
the experienced trimmer as well as the begin- 
ner. Over 500 pages with 1,000 sketches to show 
you how. Write for circulars. 


WILL H. BATES, Box 101, Ellsworth, Ill. 




















WINDOW DISPLAY AND ADVERTISING | 
MANAGER with sales-promotion experience 
Highly specialized; 25 years’ successful recoré 
excellent ability and character references; dratt | 
exempt; now employed. Only permanent | stwar | 
position with progressive store considered 
Address “L. M.” 
Care DISPLAY WORLD 

























CORRESPONDENCE INSTRUCTION—!In Win: 
dow Display, Advertising and Card Writiné. 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country 
the world. New graphic instruction and ne¥ 
short courses now available at special prices 
Write for catalog. THE KOESTER SCHOOL, 


300 W. Adams St., Chicago, Ill. 
—— 











* 
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Market Week Plans 
Taking Shape 

Finishing touches are being added to 
preparations for the two Display Market 
Weeks which will be held in June under the 
sponsorship of the National Association of 
Display Industries. In Chicago the event 
will take place June 21-23, inclusive, with 
N. A. D. I. members displaying their wares 
in their individual showrooms. Out-of-town 
members will have exhibit 
Morrison hotel. Final details of the Chi- 
cago arrangements have not yet been re- 
leased. 

In New York City the Display Market 
Week will run June 26-30, and N. A. D. I. 
members of that city will exhibit in their 
own showrooms. Out-of-town members will 
use space at the Hotel Pennsylvania, where 
a central registration desk will be estab- 
lished. While final plans are not yet com- 
pleted, it is understood that the New York 
group will hold a display forum and clinic, 
and may be able to work out arrangements 
for visiting displaymen to attend a tele- 
vision broadcast. 

The following committees have been ap- 
pointed in New York City: Publicity, Al- 
bert Bliss, Bliss Display Corporation; L. J. 


Charrot and “Bud” Heiser, L. J. Charrot | 


Company. Arrangements, Ralph Adler, Jas. 
B. Williams, Inc.; George Messer, Display 
Equipment Corporation; Sylvan Freund, 
Decorative Plant Company, and Nat Siegel. 
Program, James MacNichol, Bulkley, Dun- 
ton & Co.; Warren Gallagher, Coy, Disbrow 
& Co.; Arthur Maharam, Maharam Fabric 
Corporation; Albert Bliss, and Ralph Adler. 


space at the | 





Full details of the plans for both Chicago 
and New York will be carried in the April 


15 issue of DISPLAY WORLD. 





Callahan's Windows Chosen 
In Red Cross Event 

A judging committee composed of soldiers | 
and sailors has selected the displays of 
Henry Callahan, Lord & Taylor, as the best 
in a recent Red Cross display contest in 
New York City. Second place went to Ed- 
ward Ballenger, Bonwit Teller; third award 
to Sidney Ring, Saks-Fifth Avenue; fourth 
to Tony McLean, W. & J. Sloane, and fifth 
to Robert Pichenot, Franklin Simon. 

Callahan used a bank of four windows, 
one using a blowup of a “V”-mail letter for 
its background; another a soldier at a Red 
Cross party; the third a letter from a serv- 
iceman to the Red Cross, and the fourth 
leatured the miracle of plasma transfusion. 


Sullivan Called 

For Army Duty 

John J. Sullivan, for several years the | 
Tepresentative of Jas. B. Williams, Inc., in | 
the Chicago territory, has been inducted into | 





the U .5. Army. Prior to joining Williams, 
Sullivan was in charge of display sales for | 
Varson Pirie Scott & Co., Wholesale, Chi- | 
cago 





It's A Uniform 
For Torrey 

Paul Torrey, display director for Inter- 
State Department Stores, New York City, | 
Snow in the army. 
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leading stores—coast-to-coast. 
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“FACIL-FAB” 
CONSTRUCTION BOARD 
TROPICAL FISH 
No. 506 
Assorted colors, vividly decorated. Ap 

proximately 18”. 
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Below we show three novelties from the extensive line of “FACIL-FAB" 
Novelties that are taking a prominent place in summer promotions in 





12”x36” 


White and Red & White. 


Write for Free Catalog of Novelties and Staples 


Local 
When in N. Y. Visit Our Showroom 


FACIL FABRICS CO. 


111 WEST 24th STREET 
NEW YORK 


i 
: 


“FACIL-FAB” 
CONSTRUCTION BOARD AWNING 
No. 508 
Scalloped and 


scored Green & 


“FACIL-FAB” 
CONSTRUCTION BOARD BUTTERFLY 
No. 507 


third dimensional 
spread. 


with 
Approx. 15” 


Assorted colors, 


trimmings. 





Display Supplier 


i, NM. ¥. 
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yAIR BRUSH 
CATALOG 


7 THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 














MITTEN‘’S 


Pin On Three-Dimension Letters 


Ask for Cabinet No. 62—Containing 233 34”, 233 1%”, 
233 2” Letters & Numbers & 3 14x21 Colored Panels. 
Wt., 33 Ibs. Price $27.75. Smaller Outfits from $6. 


GEORGE WINTER SANBORN 
435 Hanover Ave. F.O.B. Oakland 6, California 





| 
| 
| 
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OUR SPECIAL REFINISHING SERVICE 


consists of a complete overhauling of the manikin, 
including repairing of all breaks and cracks; 
over-all spraying in a choice of flesh tones: new 
makeup styled to your individual requirements; 
and the crowning glory of a modern coiffure 
created in soft-textured combed horsehair. 


[MADISONIA MANIKIN REFINISHING 


795 BROADWAY @ NEW YORK CITY 
GRamercy 5-9117 





Write for Prices and Free Copy 
of “10 Tips on Manikin Care” 








PLEASE MENTION DISPLAY WORLD WHEN WRITING ADVERTISERS 
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rate letter. 


or obligation. 
of any display problem. 


Cj Air Brushes 


{) Artificial Snow 
() Backgrounds 


[] Color Lighting 
() Crepe Papers 

() Composition Pi 
[) Cut-out Letters 


[] Decorative Pap 
[) Decalcomania 


() Display Forms 


(J Display Racks 
() Drawing Board 


() Fixtures 

() Foils 

[) Grass Mats 

(_) Invisible Glass 
C) Lamp Colorin 


() Mannequins 
() Mouldings 
[] Metal Sheets 


() Plaques (Wind 


O Plastics 
() Price Cards—T 


{) Sale Banners 


() Show Cards 
[) Show Card Col 
CL) Show Cases 


[] Sleeve Forms 
() Stencil Outfits 
{) Store Designin 
() Store Fronts 
() Tackers 

() Time Switches 
[) Turntables 

() Valances 

CL) Wall Board 

() Wigs 


Display Manager 
Street 
City.... 








Dis 
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Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
If we do not have the ey mr 

va 


you want on file, we’ll find out for you. 
yourself of our service facilities without cost 
This service includes an analysis 


() Background Colors 
() Background Coverings 
() Brushes and Pens 
[] Card & Mat Board 
() Cardwriters’ Materials 


eces 


[) Cutting Machines 


ers 


() Display Furniture 
CL] Display Letters 


[] Dye, Rug and Carpet 
() Enlarging Projectors 
{) Fabrics and Trimmings 


(_) Flags and Banners 
{_) Glass Specialties 


[] Lacquering Outfits 


() Millinery Heads 
(J Motion Displays 
[) Motion Mechanisms 
(J Natural Foliage 
() Pageants & Exhibits 
(j Paper Sculpture Displays 


ow) 


ickets 


() Price Ticket Holders 
() Socks—Window 


ors 


L) Show Case Lighting 

CL) Signs—Card Holders 

() Signs—Brass—Bronze 
() Signs—Electric 


(0 Window Lighting 
(1) Do you wish a copy of their catalogue? 
() Do you plan to remodel your store soon? 
CL) Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 


1 


lay 
1a 


[) Airpainting Equipment 
() Animated Signs 
() Artificial Flowers 


() Hosiery & Shoe Forms 


g 
C) Lithographed Displays 


L) Papier Mache Specialties 
(} Photographic Blowups 











DISPLAY WORLD 
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MARCH, 1919 


R. E. Jones took over the first assistant’s 
job at Gimbel Brothers, New York City; he 
had formerly headed display for G. Fox & 
Co., Hartford, Conn. A. D. Hopkins was 
Gimbel’s display manager at the time. 

W. F. Brink resigned as display head for 
Saks & Co., New York City, to become dis- 
play manager for H. Liebes & Co., San 
Francisco. He was succeeded by his former 
first assistant, A. G. Elder. 

P. J. Neville was placed in charge of 
display at Lipman, Wolfe & Co., Portland, 
Oregon. 

H. H. Tarrasch, for the past five years in 
charge of display for F. & R. Lazarus Com- 
pany, Columbus, Ohio, resigned in order to 
become display manager for Stix, Baer & 
Fuller, St. Louis. 

P. A. Fernald returned to Wetmore & Co., 
Rochester, to resume his old post as display 


manager. He had recently received his dis- 


charge from the army after ten months in | 


France. 

Heading display for their respective firms 
were the following: Frank E. Whitelam, R. 
H. Fyfe & Co., Detroit; Clement Kieffer, 
Jr.. Weed & Co., Buffalo; J. E. Tannehill, 
Carson Pirie Scott & Co., Chicago; Allen 
Kagey, Mandel Brothers, Chicago; C. M. 
Herr, The Fair Store, Chicago; W. R. Lan- 
taff, J. N. Adam & Co., Buffalo; Harry 
Heim, The Marston Company, San Diego; 
C. M. Shrider, A. E. Starr Company, Zanes- 
ville, Ohio; J. H. Richter, Younker Broth- 
Moines. 


ers, Des 


MARCH, 1934 

Stephen Garby, for several years display 
manager for The Namm Store, Brooklyn, 
joined Steinbach & Co., Asbury Park, N. J. 
At one time Garby was with Thalhimers, 
Richmond. At Steinbach’s he took over from 
Edward S. Arkow, who had resigned to take 
charge of display for Oppenheim Collins & 
Co., New York City. 

Members of the newly organized display 
club of Columbus, Ohio, elected Edward 
Fraser, The Union Company, as temporary 
president. He was assisted by these officers 
pro tem: treasurer, J. W. Thompson, of the 
company of that name; secretary, James F. 
Brischo, Robert’s Cloak House. 

The National Recovery Administration 
(NRA) refused a _ request installation 
companies for action to establish a minimum 
price below which no member of the trade 
would be allowed to sell. Increasing wage 
rates and various competitive practices in 
the installation field were putting installa- 
tion houses in a precarious situation, and 
the NRA ruling was a distinct blow. 

E. W. Edwards & Son, Buffalo, appointed 
James Hughes as display manager, succeed- 
ing Kenneth Duncan, resigned. Hughes had 
been Duncan's first assistant for several 
years. 


by 
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DARLING METAL DISPLAY FIXTURES 
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NOW... 


DARLING DISPLAYS AN ‘E" 


The Army-Navy ‘"E"’, for Excellence in production of war 
materials, was awarded the employees of the L. A. Darling 
Company, Bronson Plant, January 19, 1944. 


L is a far cry from metal display fixtures to vital metal war goods, pre- 
cision made, excellently produced in volume, and delivered with dis- 
patch to the armed services... Darling delivered the goods, and today, the 
employees of the Bronson Metal Plant proudly wear the Army-Navy “E” 
emblem... Darling employees took to the 100% conversion to war work in 
their stride, early in the war, and today qualify as experts in craftsmanship 
as they did in peacetime on displays... L. A. Darling Co., Bronson, Mich. 


New York Offices and Display Rooms, 735 Marbridge Bldg., New York City. 


DARLING 





The Name to think Of First in Display 


e WORTH THEIR “WAIT” IN GOLD 


IF YOU 





LIKE YOUR FREEDOM 
WHICH MEANS FREE ENTERPRISE 


* FIGHT FOR IT! 













THERE IS ONE GROUP of men most 

recruiting officers are glad to have 
doing the job they are the nation’s 
display men whose particular talents have 
helped the services induce thousands of 
men and women to join up. 

Expert salesman in the potent medium 
of visual selling. the Display Man has given 
his choicest: windows. his best efforts. to 
attracting potential applicants into military 
service. 

This is but one of the Display Man’s 
many contributions to the nation’s war ef- 
fort. His salesmanship has also helped sell 


bonds. fill blood banks, and collect scrap. 


Because he works behind the scenes. few 


people recognize the Display Man’s assist- 
ance to the nation’s war efforts. Those of 
us who do, know him as an exceptionally 
good citizen who gives unstintingly of his 
ability in his country’s service. 

We of Old King Cole offer him a 


respectful tilt of the crown. 











